
. . . that's Salemaker, Jr., KRSC's hard-hitting 
newcomer to Seattle spot radio. His smash impact 
spot saturation plan will move your merchandise right now 
at amazingly low cost. Easy to use, available when 
and as you need him, Salemaker Jr. has unusual 
discount advantages. For complete details call or 
wirs KRSC National Sales or our nearest representative. 




sells ALL the big 
Seattle Market 

Represented by: 

EAST: Geo. W. Clark, Inc. 

WEST: Lee F. O'Conneil Co. 
Los Angeles 

Western Radio Sales 
San Francisco 
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Farm directors tell 
best techniques 
for co.minercialf 



' Examples of successful 
farm air campaigns 
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PROCTER & GAMBLE does a c OMPLETE JOB... 



HAVENS AND MARTIN, Inc. STATIONS 



WMBG 
WCOD 
WTVR 



\ \y- — I 

\HAVENS & MARTIN mC. 



|hesoutKs first lefcvi'sion station, 

FIRST STATIONS OF VIRGINIA 





Procter & Gamble will begin its 30th year of 
radio sponsorship in 1953. P & G's early "home 
economist" programs, its "soap opera" successes, 
ushered in by "Ma Perkins" in 1933, sound like 
radio's own history of programing. Radio, and now 
television, are proud of P & G's consistent use of 
the airlanes to reach and sell Mrs. Homemaker. 

Havens & Martin, Inc. Stations, also pioneers in 
broadcasting, comprise Richmond's one and only 
complete broadcast institution. WMBG — WCOD — WTVR 
provide their loyal audiences with fine entertainment 
and public service. Virginians have a habit of turning 
to these First Stations of Virginia. Advertisers have, 
too. It DUZ bring CHEER, JOY and high TIDE in sales! 



WMBG AM WCOD WTVR 



Havens & Martin Inc. Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV, Inc. 
WMBG represented nationally by The Boiling Co. 
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CBS prefers 
to steer 
clear of TV 
conjectures 



EIna using 
$1 million ad 
budget in 1953 



Tidy House 
into Eastern 
markets via 
spot radio 



Farmers 
like their 
viewing 
around noon 



No TV set 
minimum 
placed on 
P&C buying 



CBS drops 
plan for 
Godfrey 
night strip 



Ball Bros, 
plans 

1953 campaign 



CBS top management appears to have adopted air of caution about pro- 
jecting future of TV for public consumption. Network has been under 
increasing pressure from business publications and others to crystal- 
ball future of networks and extension of TV meirkets. Reason for CBS's 
reluctance to do this: It could through such projections make a record 
that might come home to roost at future session before FCC. 

-SR- 

Elna Corp. will spend $1 million to introduce 2 new sewing machines 
in 1953. Half of this will go to national radio and TV, and balance 
to local co-op newspapers and air media. Elna is subsidiary of Necchi. 

-SR- 

Tidy House Products Co. of Shenandoah, Iowa, is introducing its 
grocery line in eastern Pennsylvania markets in January through 
radio, TV, and newspapers. Orders will go for 52 weeks across-the- 
board. Program will be the company-owned "Kitchen Club." Campaign 
will later be extended to Baltimore and Washington. Buchanan-Thomas 
Co. of Omaha is agency. 

-SR- 

Survey by WKY-TV, Oklahoma, disclosed 53% of farmers said they pre- 
ferred watch farm shows at noon regardless of day of week. This is 
one of the facts noted about TV in "How to get the most out of farm 
radio and TV, " an extensive survey on ^38 billion farm market and 
how best to reach it, which starts on page 27. 

-SR- 

Inquiry among Procter & Gamble account executives in New York agen- 
cies has cleared up impression which is rampant among station reps 
about P&G policy on TV. Rep's belief is: No TV market is desirable 
by P&G for spot unless it has minimum_of 30,000 TV set homes. Agency 
executives say no such instructions have been issued by their client. 

-SR- 

Strategy which would have found Arthur Godfrey in an early evening 
half-hour across the board died aborning at CBS Radio. Plan contem- 
plated was to use tape of half of Godfrey's early-morning 60-minute 
simulcast on strip from 7:00 to 7:30 p.m. and offer evening time to 
advertisers for but 9.6% more than morning rate. Motive behind plan 
was two-fold: add $500,000 to billings and bolster evening listening. 
On consideration CBS top management concluded risk might be too 
great: If venture didn't result in good rating for Godfrey it would 
provide chink in armour of CBS "wonder boy." 

-SR- 

Ball Bros. Co. apparently plans enlarged x^di o s p ot c ampai gn for 1955 . 
Account's agency, Applegate of Muncie, Ind., is asking various sta- 
tions which carried Ball Bros, business in 1952 to pass on any sug- 
gestions or comments that may be of help in framing campaign for 
coming year. Ball Bros, makes glass jars for preserves. 
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20th Century 
embraces 
TV 



Liquor bureau 
bars Lombardo 
pickup by 
Rheingold 



Bristol-Myers 
sale reduces 
CBS talent 
obligations 



Film men Film producers are smarting lander critical tack taken by radio-TV 
question columnists in daily newspapers toward TV film programs. They feel 
"quality" columnists' frequent harping on "quality" of film from set reception 
critiques angle reflects two things: (1) tendency to overlook many of meticu- 
lously lighted and photographed TV film programs coming out of Holly- 
wood; (2) disregard or ignorance of part transmitting technicians 
play in telecasting of film. (SPONSOR in this issue, page 22, intro- 
duces at monthly feature coast-to-coast ratings of spot TV film shows. 

-SR- 

20th Century-Fox in announcing its purchase of ABC TV hookup for 
"Stars and Stripes Forever" world premiere from Roxy Theatre, New 
York, stated event marked recognition of TV as regular form of theatre 
film advertising. 

-SR- 

New York State Liqu or Authority stuck to letter of regulations in 
refusing to let Rheingold Beer eman a te Guy Lombardo band from Roose- 
velt Hotel, New York, for New Year's Eve broadcast. Authority has 
rule against advertising any brand on premises where liquor is sold. 
Picking up of Lombardo by beer from such premises was construed as 
falling within that rule. 

-SR- 

Sale of Alan Young and Ken Murray to Bristol-Myers for alternate- 
week half-hour programs, which was in negotiations when SPONSOR went 
to press, would r elieve CBS TV of c ontractual obligation to both 
comedians . Murray has been collecting guaranteed $2,000 weekly from 
network since early fall without doing any work, while Young has 
"standby" arrangement with CBS TV whchi assures him of $50,000 year, 

-SR- 

"Omnibus" A bonus arrangement making "Omnibus" (CBS) additionally attractive to 
tosses in its participating sponsors involves use of institutional documentary. 
$5,000 Program's producer. Ford Foundation, allots up to $5,000 for filmed 

film bonus institutional documentary each sponsor elects to have made for in- 
clusion on show once a month. Producer absorbs entire cost of docu- 
mentary. Each documentary runs but 5 minutes, which is equivalent of 
450 feet, but producer will shoot as much as 5,000 from which sponsor 
selects what he wants. With Scott Paper Co. as fifth and final par- 
ticipating sponsor for 1952-53 season production cost for "Omnibus" 
($56,000) is now practically covered. 

-SR- 

Army will Dancer-Fitsgerald-Sample has in preparation half-hour TV show 

sponsor which will be sponsored by U.S. Army. Program's format will be of 
TV show variety nature using soldiers. Sho-x will emanate from Army camps. 
No decision yet on network. 

-SR- 

KLAC-TV Economic device for displaying sponsor's product during the enter- 
testing tainment portion of feature film is being experimented with by KLAC- 
commcrcial TV, Los Angeles. Technique calls for sup er-i mposin g of pic ture of 

device product "in natural settings" and without interfering with progression 
of story. Idea won't be offered to advertisers until after prolonged 
test when group of them have had chance to pass on it. 



(Please turn to page 72) 
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the most looked-at, listened-to station 
in the big, prosperous Omaha market 

announces the appointment of 

EDWARD PETRYt CO. inc. 

as national sales representatives 

with offices in . . . 

NEW YORK • CHICAGO • LOS ANGELES • DETROIT 
ST. LOUIS • SAN FRANCISCO • DALLAS 



29 DECEMBER 1952 



3 




advertisers use 



. ARTICLES 



DEPARTMENTS 



H ill a siutflc rult' siruciuve sell ittfjhttime vsnlio? 

Yes, say most admen, pointing to Don Lee's new single rate structure as future 
trend. Nov/ P&G is likely nighttime prospect on West Coast web. No, contend 
most reps. With daytime radio overcrowded, advertisers will be pushed into 
nighttime slots anyhow, these reps predict ?® 



\Vt'siri'ns sirouy in spat film shotv rtitiitys 

SPONSOR, as an unprecedented service for those concerned with TV fllin pro- 
grams, Introduces the first coast-to-coast market-by-market ratings of spot TV 
film shows. Initial chart of this monthly feature discloses Westerns and dramatic 
adventure-mystery films as fare most popular In this group of 22 local markets 



9*9 



Gerbi'v gels thrtnufh to the tfrntttfi tuother 

As only baby food manufacturer to use air media extensively, Gerber has pin- 
pointed i's selective market via network TV. Appeal of Kate Smith show to 
young mothers, combined with good time slot, and strong sales point of Gerber's 
baby food specialization, keep this baby food manufacturer on top 2-1 

fiftir to itet the iiio.vf out of iavttt radio and TV 27 

1. LnlosI (Inia on I'.S. farm oiarkol: Here's SPONSOR'S ad- 
vertiser-agency gu'de. This $38 billion market, with its $14 billion spending for 
consumer goods, can't be overlooked 2it 

2. Tips lo i'(»imaiiii'r-;>'ooils ail\ ('■■(iser.s: The farmer's rising 
standard of living maltas him a market for all types of consumer goods. But air 

pitch must be keyed to his needs, voiced in his language *{0 

'l"f\ts lo a^'i-if'iilliii-al-|»roiliif( ad\ orli.ser.*i: Farmers are 
shrewd businessmen; they want facts, figures In farm-product commercials. And, 
they prefer them voiced by a radio farm director 3^ 

»f farm radio anil TV liMlay: A SPONSOR "armchair 
tour" behind scenes of rural broadcasting 

.1. ItoMills frftin farm hroatlfnslin^: Eight capsule radio re 
suits, as well as new NARFD list for advertisers' guidance 



fOM I NC 



.SifiMliof thrives an spot radio 

New England shoe manufacturer left print media for TV but mounting costs 
forced company to pull out. Recently entered spot radio, using saturation tech- 
nique so success'ully that firm now allocates over 60% of ad budget to radio 

12 January liKtll 
^^ hat hnpyens when there are ;T«0 TV stations? 

Not science fict:on, but fact is prospect of 500 video outlets around 1955 
A ready, maior ad agonc'es, TV networks, and clients are deep in calculations 
which will determine tho entire future of TV advertising. Here's a S^ON'OR 
round-up of Ihe latest thinking in this field | •> lanuarif 
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NEWS FROM LOS ANGELES 



KFAC MOVES WEST ! * 




Early '53 move of offices and studios of Station KFAC, The Music Station for 
Southern California, to Prudential Building in Los Angeles, shown above, 
was announced this week by President & General Manager Calvin J. Smith. 



^Exactly 3.3 miles ! 

Audiences are big and business is good at 
KFAC, the music station in Los Angeles. 
And sometime in March when construction 
is completed, under direction of famed West 
Coast architects Wurdeman & Becket, 
KFAC moves into smart new studios and 
offices in the Prudential Building in 
Prudential Square on Wilshire Boulevard's 
fabulous Miracle Mile. 

Faith in an Idea 

The slogan, "The Future Belongs To 
Those Who Prepare For It" is the property 
of the Prudential Insurance Company. But 
KFAC believes in it, too, for it's the story 




KFAC Manager Smith gets official welcome 
to Prudential Square by Vice President 
George T. Wofford, Jr. ( right) 



of KFAC today — from an idea that bloomed 
way back in the thirties. In hectic prewar 
days when all four network stations were 
pounding away with chain programs and a 
dozen locals yacked away all day long be- 
tween run-of-the-mill records and canned 
news . . . KFAC raised an eyebrow, cocked 
an ear, cleared its throat and announced to 
one and all its now nationally known basic 
programmmg policy. . . it proved that it pays 
to be different and that there's a big exclu- 
sive audience for good music . . . and so. 



KFAC became the Music Station for South- 
ern California, and it still is. 

The Big Pay-Off 

Today's high ratings prove the big deci- 
sion in the 30's was right. Now advertisers 
on KFAC enjoy the lowest-cost-per- 
thousand listeners among all Los Angeles 
radio stations, network or local. This in the 



market in which 19 radio stations and 7 
television outlets compete for listeners' time 
and advertisers' dollars. 

Good Neighbors 

KFAC's program policy has attracted 
such well-known advertisers as Owl Drug 
Stores, Metropolitan Life Insurance Com- 
pany, Barker Bros., Southern California 
Gas Company and Southern Counties Gas 
Company, State Mutual Savings & Loan 
Assn., Union Pacific Railroad, Crawfords, 
Inc., Bateman, Eichler & Co., Slavick 
jewelry Company and many others of like 
reputation. These advertisers continue to 
enjoy the exclusive audience which KFAC 
offers . . . and count their association in 
years ... as many as thirteen. 

28 Tons of Music 

The world's finest music and leading per- 
formers and conductors move to Prudential 
Square with KFAC. Weighing 28 tons, 
KFAC's record library has more than 
enough music to program the station 24 
hours a day, for a full year, without dupli- 
cation. 

U Every month 49,000 listeners and cus- 
tomers ask at Gas Company offices for 
regularly issued programs for The Evening 
Concert now in its 1 2th year. 
«i"A call to Boiling Company offices in New 
York, Chicago, Boston and San Francisco 
will bring immediate response on availa- 
bilities and rates. 



In Southern California 




FOR SOUTHERN CALIFORNIA 
represented by THE BOILING CO., INC. 



I LOS ANGELES BROADCASTING CO., INC., 645 SO. MARIPOSA AVE., LOS ANGELES 5, CALIF. 
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J^adisan 



MERCHANDISING 

1 read with avid interest your excel- 
lent article on "'Menliandising" in the 
December 1st issue. 

For a long while ue who are Jiiaijily 
interested in Spanish radio have felt 
that this issue should be "'aired" fair- 
1\ and with a calm hand. This you 
surely have done to the benefit of all. 
Many congratulatiojis. 

You may I'e interestetl to know that 
Spanish-station heads have been old 
hands at special Jiiercbandising and 
advocate perhaps more than anyone 
. . . special merchandising to fit spe- 
cial needs. Merchandising in spot 
radio slu)uld be made as flexible as 
that medium itself. 

Again, congrats for a swell job. 

Richard O'Conneli. 
President 

Richard O'Connell Co. 
A'ew York 



I WRICLEY STORY 

I Thank ) ou very nmch for sending 
me copies of the Wrigley story. I en- 
joyed it very much and so did other 
members of our organization. It cer- 
tainly was a comprehensive and accu- 
rate, as well as interesting, job of 



writing. 



L. A. Wei.n'rott 

Head of Radio-TV Department 

Ted Bates & Co. 

New York 



TERMINATION OF NEFF-ROCOW 

For several months 1 have been 
quietly at work to bring about the 
termination of Neff-Kogow, Inc. by 
January 1st. Frankly, after 2.'> years 
of applying one's nose to the exa<'ting 
grindstone thai is radio and TV, I'm 



hankering for 



XoocI long rest anrl 



will be taking Mrs. I\ogow to l-]uiope 
in February for a stay of two to tlnee 
months. WHien 1 return next spring. 
I'll take a fresh look around and de- 
termine m\ futnte plans al that time. 

All ni\ <dI<Mits were notified of my 
intentions the latter part of September. 
Tlie\ will no doubt he releasing word 
of th<;ir agency appointments in the 
very near future. 



To SPONSOR ajul the other periodi- 
cals devoted to radio and television, 
go my sincere appreciation for their 
kindly treatment of .\eff-Rogow, Inc. 
n\ er the years. 

William Rogow 



resin 



'dent 



\eff-Rogoiv, Inc. 
\ew York 



MUTUAL OF OMAHA 

CONGRATULATIONS ON THE 
VERY EXCELLENT PRESENTA- 
TION OF THE MUTUAL OF OMA- 
HA STORY IN THE DECEMBER 
FIRST ISSUE. 

F. C. MILLER 
Account Executive 
Bozell & Jacobs Inc. 
Omaha 



PROMOTE YOUR TV SHOW 

Belatedly catching up on the Octo- 
ber 20 issue over the Thanksgiving 
weekejul. I note with interest your 
five-point program for projnoting tele- 
vision programs: T\' announcements, 
displays, trailers, newspaj)ers, maga- 
zine ads. Let's make it six instead: 
radio. 

Most proniotable TV shows are 
scheduled at night. And most large 
television markets have one or more 
daytime radio stations, which can 
legitimately and efTectively carry j)lugs 
for evening television (or evening ra- 
dio, for that matter) without compet- 
ing with themselves. 

Here at KBIG we have accepted com- 
mercials advertising TV broadcasts, 
and will gladly accept more. 

Robert J. McAndrews 

Commercial Manager 

KBIG 

H ollywood 



REPRINT PERMISSION 

Vi'^e are again indebted to you for 
allowing us to reprint an interesting 
article from your publication: ". . . 
and now a message from our sponsor ' 
bv Bob Foreman in the issue of Sep- 
tember 22. 1952. We think it will be 
of real interest to our readers. The 
article appears on page 28 of our 
December Advertiser's Digest. 

S. A. \^^\TER^^AN 

Editor 

Publishers Digest 



SPONSOR 



Make YOUR Bid for the 



MEMPHIS MARKET- 



Showmanship in selling begins with a receptive 
audience. High quality progrannming holds the 
interest of alert listeners in every town and ham- 
let throughout this $2 Billion Market. Tlie grow- 
ing Memphis Market, comprising 76 rich Coun- 
ties, keeps abreast by keeping tuned to WREC. 
In addition, you get the PLUS value of station 
prestige to help gain consumer acceptance. Sell 
MORE— at LESS COST through WREC— First 
in Coverage— First In listeners!^ 



1. Last BMB 

2. Latest Hooper 




CBS 



lO 



MEMPHIS 



NO. 1 



St*''®** 



Night and day — Far and near, 
WREC Power and engineering 
perfection give you a greater 
audience at 10% LESS cost 
per thousand listeners than in 
1946. 



REPRESENTED BY THE KATZ AGENCY 



600 KC 5000 Watts 
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We 
Blush 



to 

Admit 
this 




but 



KSDO 



# 



IS 



1 



in 



San Diego 

*C. E. Hooper Report 
May through Sept. 7952 



KSDO 



lljQKC BDOOWATIS 




Representatives 

Fred Stubbins — Los Angeles 
Boiling Company — San Francisco 
John E. Pearson, Co. — New York 




by 

Robert J. Landry 



Auatotiiy of mevgcrs 

TI13 year now closing witnessed the demise of a nundjer of long- 
established and resjjected advertising agencies like Pedlar & Ryan, 
f ederal. Ijorland, and the absorption of Owen & Chapi)ell bv Kenyon 
& Eekhardt. Earl Bothwell by Geyer. J. I). Tareher by Cecil & Pres- 
brey. The list could be considerably extended, especially in the 
lower billings. The intere ting speculation is this: What signifies 
this flurry of liquidations, mergers, and absorptions? 



First off, these need to be put in'o proi)er persi)e<,:tive. They are 
not peculiar to 1952. Agency mortality is always fairlv high. There 
are "cycles" in business m3rgers. One came around 1901, the year 
of U. S. Steel. Another «ycle (levelojjed in the 1920"s. But there is 
not e\ idence enough to justify talk of a "<'ycle ' of agency mergers. 
There are omens that suggest that we shall see manv more in 1933. 



The urohleins of an agency handling S3,()()0.0()0 or less are notably 
complex today. Another set of problem? beset shops billing over 
Sl(),00(),()On but never quite able to clind) to or over S20.()0().()00. 
the round figure many admen think the gate to jiaradise. But at 
whatever level an agency exists, the business is a cond)ination of con- 
tacts, brains, and skills, in the order of customary esteem. 

It may be true, or it may not be true, in a given case that either 
eoutac'.s or brains or skills have sone tired with time. There does 
seem to be a creative time-si)an, a sort of flood tide that runs out. 
Otherwise, how account for the wow of \ester}ear which is the so- 
what of today? But to enter that area is to get lost in metaphysical 
shadows. Some admen will argue that contacts, business, sex appeal, 
bargaining power for accounts e^ist almost independent of brains 
and skills at the tec hnical level. "1 hey hold that one art department 
is about as good as another, one lady tiniebuyer about as competent 
as the next. However, this philo ophy is firndy rejected in man\ 
quarters as cynical and specious. 

K » * 

A recent issue of Business IVre'c had this to say: "'The chief s|)ur 
behind agency mergers today doesn't come from hunger. In some 
eases, of course, th(MC arc what amount to forced sales, cases where 
an agency had lost its best accounts or has o\ er-extended itself. ' 
Pile article goes on to (piote John II. Owen who merged his Owen 
Cha|)|)ell into Kenyon & Eekhardt: "(dien's today are getting more 
in the way of serv ice — more merchandising, research, media counsel. 
Wdielher they demand it or r.ol. they "11 continue to be offered more 
and more. It was one of those things. Either kncM-k myself out to 
■-u|)|)ly thc.=e serv ices or merge . . into a big agency that alreadv 

{Please turn to pdjic u5) 
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You should be sweet on Waterbury! 

The more than 150 manufacturers in the Waterbury 
industrial area — among them Peter Paul, makers of Mounds 
and Almond Joy candy bars — assure good incomes, 
good business and good living for the people of Waterbury. 
For YOU this should mean good and growing sales! 
Easiest way to stimulate sales in Waterbury is through — 

WBRY- Loaded with Sales Energy! 

It's almost like magic. Place your sales messages on WBRY 

— sales zoom up! Pick any time, 'cause ANY time is 
GOOD time on WBRY -first by far in 44 of 48 Pulse-rated 
daytime quarter hours. Make a note now to try WBRY 

— CBS in Waterbury. 

ask Avery-Knodel for the WBRY story 

Waterbury, 
Conn. 

CBS 

5000 Watts 
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"WE SERVE the MARKET 
WE SELL the PEOPLE" 

It is our firm policy to give the people the utmost 
in local and public service programming, to 
further the progress of the community, and at all 
times the very best in commercial shows. To the 
advertiser we guarantee merchandising assist- 
ance plus and complete cooperation. 



EDWARD IAMB 
president 



ERIE, PA. - 5,000 WATTS 






THE ERIE DISPRTCH STRTIOnj 
ERIE, PR. 



1000 WATTS 
TOLEDO,, OHIO 



COLUM&US OHIO 



TV 



FLA- t 



Edward 




Enterprises Inc. 



New York Office— Hole/ Borc/o)' — Home Office — 500 Securil)' BUg., Toledo. O/iio 
Nalionol Represenlolives 

WICU-TV—Erie, Po. — Heodley-Reed Co. WHOO— Orlando, Flo.—Avery-Knodel, Inc. BRIE DISPATCH, Erie, Pa.—Reynolds-Filzgerold, Inc. 

WTVN-TV— Columbus. O. — Headley-Reed Co. WIKK—Erie. Po. — H R Co. V/TOD— Toledo, O.—Headley-Reed Co. 

WMAC-TY, Massillon, Ohio (Masslllon, Akron, Conlon) — now under construction 
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AGENCY 


STATIONS 


riKO w. Mmcna 


nenri, nursi c/ ivic 


ABC 


TV 


16 




Donald 








BauGr & Black 


Leo Burnett 


DuMont 


25 


American Machine & 


Fletcher D. Richards 


CBS 


TV 


72 


Foundry Co 










Avco Mfg. Corp 


Earle Ludgin & Co 


NBC 


TV 


40 


Deepfreeze 


Roche, Williams & 


CBS 


TV 




Cleary 








Duff Baking Mixes (Div 


Campbell-Mithun 


CBS 


TV 


39 


(Pillsbury Mills) 










Greyhound Corp. 


Beaumont & Hohman 


CBS 


TV 


63 


Kellogg Co 


Leo Burnett 


CBS 


TV 


55 


C. H. Masland & Sons 


Anderson & Cairns 


CBS 


TV 


44 


Remington Rind, Electric 


Leeford Advertising 


CBS 


TV 


63 


Shaver Div 










Scott Paper Co 


J. Walter Thompson 


CBS 


TV 


63 


Serutan Co 


Ed Kletter Assoc 


DuMont 


9 


Willys-Overland Motors 


Ewell & Thurber Assoc 


ABC 


TV 


73 



PROGRAM, time, start, duration 



Hail the Champ; alt Sat 10:30-11 am; 27 Dec; 
52 wks 

Twenty Questions; F 10-10:30 pm; 2 Jan; 13 
wks 

Omnibus; Sun 4:30-6 pm; 21 Dec; 20 wks 

Today: M-F 7-9 am; 23 Feb; 13 five-min parties 
Carry Moore Show; Th 1:30-45 pm seg; 8 Jan; 
52 wks 

Carry Moore Show; Mon 1:45-2 pm; seg; 1 Dec; 
52 wks 

Omnibus; Sun 4:30-6 pm; 4 Jan; 18 wks 
Carry Moore Show; F 1:45-2 pm seg; 2 Jan; 52 
wks 

Carry Moore Show; M 1:30-45 seg; 26 Jan; 12 
progs 

Omnibus; Sun 4:30-6 pm; 30 Nov; 23 wks 

Omnibus; Sun 4:30-6 pm; 21 Dec; no. wks not 
available 

Wisdom of the Ages T 9:30-10 pm; 6 )an; 52 wks 
Presidential Inauguration; T 20 Jan; 11:30 am- 
4:30 pm; simulcast 



fCeitetveif on Television Networks 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 


Catspaw Rubber 




S. A. Levyne 


CBS 


TV 


64 


Quiz Kids; alt Sat 10-10:30 pm; 24 Jan; 7 progs 


Faith for Today 




Rockhill Co 


ABC 


TV 


11 


Faith for Today; Sun 12:30-1 pm; 4 Jan; 52 wks 


General Electric 




BBDO 


CBS 


TV 


64 


Fred Waring Show; Sun 9-9:30 pm; 28 Dec; 52 
wks 


Hawley & Hoops Inc 


Wm. Esty Co 


CBS 


TV 


40 


Candy Carnival; Sun 12:30-1 pm; 4 Jan; 52 wks 


Lever Brothers 




Ruthrauff & Ryan 


CBS 


TV 


42 


Big Town; Th 9:30-10 pm; 2 Oct 52 wks 


Lincoln-Mercury Dealers 


Kenyon & Eckhardt 


CBS 


TV 


52 


Toast of the Town; Sun 8-9 pm; 4 Jan; 52 wks 


Philip Morris & Co, 


Ltd 


Blow Co 


CBS 


TV 


63 


1 Love Lucy; M 9-9:30 pm; 6 Oct; 52 wks 


Philip Morris & Co, 


Ltd 


Biow Co 


CBS 


TV 


48 


My Little Margie; Th 10-10:30 pm; 1 Jan; 52 wks 


R. J. Reynolds Tob 


Co 


Wm. Esty Co 


CBS 


TV 


64 


Man Against Crime; W 9:30-10 pm; 7 Jan; 52 wks 


R. J. Reynolds Tob 


Co 


Wm. Esty Co 


CBS 


TV 


64 


My Friend Irma; F 8:30-9 pm; 2 Jan; 52 wks 


Stokely-Van Camp 




Calkins & Holden 


CBS 


TV 


63 


Garry Moore Show; Th 1:45-2 pm; 1 Jan; 52 wks 


Toni Co 




Foote, Cone & Belding 


CRS 


T" 


60 


I've Got a Secret; alt Th 10:30-11 pm; 25 Sept; 














52 wks 




1^ ft^ 





3. 



Dletv National Spot Television Btisiness 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS-MARKET 



Alliance Mfg Co 
Cameo Curtains 

Pontiac Div, General 

Motors 
Purity Bakeries Corp 

Reader's Digest 



Motors 

Shir-back curtains 



1953 autos 

Taystee Bread 
products 

Publication 



Foster & Davies, Cleve 50 stns 
Product Services, NY 



MacManus, John & 

Adams, Detr 
Young & Rubicam, Chi 



Schwab & Beatty, NY 



8 major mkts at prcs 
ent; expect to ex 
pand to 25 mkts in 
Feb 

All TV markets 
22 mkts 

50 radio & TV stns 



CAMPAIGN, start, duration 



20-sec, 1-min film anncts; 

cont'g campaign 
15-min film prog; to run thru 

Jan; st new 13-wk series in 

Feb 

Heavy sched anncts & partic; 
6-17 Dec 

Half-hour TV film series; Cow- 
boy G-Men; st 1 Jan (2 
mkts already on) 

TV & radio spot campaign; 
wk of 1 Jan 



In next issue: Netc and Renewed on Radio Networks, New National Spot Radio Btisiness. 
National Broadcast Sales Executives, Sponsor Personnel, New Agency Appointments 




Numbers after names 
refer lo New and Re- 
new category 

Richard I. Clark (1) 
Robert C. Durham { \ ) 
J. R. Warwick (4) 
A'. Blackburn (4) 
George DcPue Jr. (4) 



29 DECEMBER 1952 



11 



4. 



Advertisiitff Agency I'crsoiiucl Chaugcs 



NAME 



Norman Blackburn 
Roland Brave 
Richard I. Clark 
George DePue, |r 
Bruce M. Dodge 
William Drager 
Robert C. Durham 

Emerson Foote 
Frederick Goldman 
Theodore F. Coodchild 
William R. Hillenbrand 
M. Brooks Horn 
Martin T. Kane, Jr 

Edgar Kassan 
Dick Kicling 
Bernard M. Kliman 
Fremont |. Knittle 
Reg Lowandcr 
Clyde McDannald 
)onn T. McHugh 
Edward R. McNeilly 
Ralph Nardella 
Edward W. Pearson 
William Rega 
John C. Rome 
Howard E. Sands, Jr 

Henry Slamin Jr 
Tom Slater 
Peter M. Soutter 
Kenath T. Sponsel 
Edward Sutherland 
Ted P. Wallower 
J. R. Warwick 

Charles A. Winchester 



FORMER AFFILIATION 



NBC, West Coast dir of TV 

Joseph Katz Co, Bait, acct exec 

Brisacher, Wheeler & Staff, SF, radio-TV timebuyc 

Robert W. Orr, NY, acct superv 

Weiss & Geller, NY, radio-TV prodn superv 

Fuller & Smith & Ross, Cleve, res exec 

Metropolitan Life Ins Co, NY, gen superv adv ser 

McCann-Erickson, NY, vp 

Adrian Bauer Adv, Phila, copy chief 

Albert Frank-Cuenther Law, NY, acct exec 

Procter & Gamble, NY, adv exec 

N. W. Ayer, Chi, acct exec 

Ruthrauff & Ryan, NY 

Joseph Katz Co. Bait, acct exec 

Free & Peters, NY, dir TV sis prom & res 

Gruen Watch Co, NY, adv dir 

Market Res. Corp, NY, vp 

Red Top Brewing Co, Cinci, exec 

Foote, Cone & Belding, NY, acct exec 

Joseph Katr Co, Bait, vp 

TV Productions Co, L.A, prodr 

Foreign Lang Quality Radio Net, sis dir 

Warwick & Lcgler, NY, asst to dir of res 

WMIE, .Miami, Fla, prom mgr 

Biow Co, NY, acct exec 

Charles Dallas Reach Co, acct exec 

Harry B. Cohen, NY, traffic mgr 

Ruthrauff & Ryan, NY, assoc dir radio-TV depts 

J. Walter Thompson, chg Cinci office 

W. Earl Bothwell, NY, exec vp 

Movie dir & prodr, Hywd 

Bermingham, Castleman & Pierce, NY, timebuyci' 
Kenyon & Eckhardt, NY, vp i 

Doherty, Clifford, Steers & Shenfield, NY, res depi 



NFW AFFILIATION 



Geyer Adv, NY, vp, dir radio-TV 

Same, vp 

Same, media dir 

Same, exec vp chg agency opers 
Same, vp 

Morey, Hunim & Johnstone, NY, dir of rej 
Kenyon & Eckhardt, NY, asst to pres, non-admin 

functions 
Same, exec vp, memb exec comm 
Same, mdsg dir 

Horton-Noyes Co, Providence, acct exec 

Sherman & Marquette, NY, acct exec 

Robert A. Joyce Co, Youngstown, 0, vp 

Hewitt, Ogiivy, Benson & Mather, NY, radio-TV 
timebuyer 

Same, vp 

Ted Bates, NY, radio-TV analyst 

Hirshon-Carfield, NY, prom exec 

Robert W. Orr, NY, vp chg mktg & res 

Cecil & Presbrey, Cinci, mgr 

Harry B. Cohen, NY, acct exec 

Same, sr vp 

The Capies Co, LA, prodn dir, radio & TV 
Ray-Hirsch Co, NY, vp chg new bus 
Channing L. Bete Co, Greenfield, Mass, dir of res 
MacFarland, Aveyard, Chi, radio-TV dir 
Hewitt, Ogiivy, Benson & Mather, NY, acct exec 
Benton & Bowles, NY, chg special projects media 
dept 

Same, acct exec 

Same, dir radio & TV depts 

Foote, Cone & Belding, NY, acct exec 

Erwin, Wasey, NY, vp 

McCann-Erickson, NY, dir radio-TV prodn 
Morcy, Humm & Johnstone, NY, TV timebuyer 
Morey, Humm & Johnstone, NY, vp, & chmn plans 
bd 

Same, acct exec Bristol Myers unit 




Station Changes (other than personnel) 



KATE, Albert Lea, Minn, new nati rep Robert Meeker Assoc 
KFMB, San Diego, replaced KCBQ as CBS Radio affil in San 

Diego, eff 12 Dec 
KGCU, Bismarck-Mandan, N. D., ABC Radio affil eff 1 Jan 
KLPM, Minot, N. D., ABC Radio affil eff I Jan 
KROC. Rochester, Minn, new natI rep Robert Meeker Assoc 
KYA, San Francisco, new natI rep George W. Clark Inc 
KYSM, Mankato, Minn, new natI rep Robert Meeker Assoc 
WDSU-TV, New Orleans, power increase: video from 31,000 

to 100,000 watts; audio, 15,500 to 50,000 watts 
WFCB, Dunkirk, NY, new natI rep Walker Rep Co. NY 
WRMA, Montgomery, Ala, new stn to st operation 1 Feb '53; 

natI rep Interstate United Newsprs Radio Div 



Numbers aflrr n^mes 
refer to Nein and lie- 
new nilcgory 

Ralph \ardella (1) 

E. 11. I'earson (1) 
M. Kliman M) 

F. J. Knittle (4) 
l7. /'. Kiitic Ji. (4) 

h.mefson I'oole. (1 ) 
Kcnalh Sponsel ( ) ) 
Clyde Midhinnahl ( I ) 
Tom Sinter ( I » 

John C. Home ( 1 » 




SPONSOR 



HOURS SPENT PER DAY 
IN AVERAGE IOWA HON I 




USTEHIN&Ti) RADIO 
10.35 HOURS ' 




ALL OTHER (tatlitg, EH.) 
4;40 HOURS 




"JUST RESTING" 
2,06 HOURS ' 




WORKING IN THE HOME 

J.92 HpliRi 




WATCHING TELEVISION 
2^64 HOURS 



PLATING OR "NOTHING" 
1.60 HOtfRS 



READING DAILT NEWSPAPER 
1,17 HOURS 




READING MAGAZINE 
J<i HOURS 



VMITING WITH SQMEONE 
1.06 HOURS 

i ■ 

READING WEEKLY NEWSPAPER 
.17 HOURS ^ 



Radio listening is far and away the most dominant 
activity in the average Iowa home. Time spent 
"Working in the Home" is the only close com- 
petition! 

These facts were taken from the 1952 Iowa Radio- 
Television Audience Survey. They were compiled 
from "In-Home Activities Diaries" kept quarter- 
hour hy quarter-hour by 1,164 Iowa families the 
day following personal interviews hy trained 
researchers. 

The 1952 Study proves again that, in Iowa, radio is 
far more than a leisure-time source of relaxation, 
lowans, depend upon radio for news, weather and 
market reports, for home-making hints and recipes, 
for music and entertainment, for educational 
enlightenment and spiritual guidance. Radio 
peuetratps and reflects Iowa life! 

Dr. F. L. Whan of Wichita University and his staff 
personally interviewed 9,143 families for the 1952 
Study. Their response has furnished much new 
and authentic data which will be of greatest value 
to every advertising and marketing uian who has 
a stake in Iowa. Write today for your copy of 
the 1952 Survey — or ask Free & Peters. It will 
he sent you free, of course. 
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RADIO 
LISTENING 
DOMINATES 

IOWA 
HOME 
LIFE! 



AND WHO IS IOWA'S BEST 
ADVERTISING BUY! 



WIKI® 

+/or Iowa PLUS 

Dm Moififfs , . . SQfQQQ WaHs 

Col. B. J. Palmer, PresiileTtl 
V. A. L6yel, Kflsid«n| Manager 




fkp:e & petp:ks, inc. 

INational Representatives 
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YOO 
CHOOSE 

FIRST 
STftllON.. 



f I R S r 





WillUun Htmsberg 

Advertisinq Manager 
Lehn & Fink Products Corp. 

Every so often Bill Hausberg feels the need to get out of the 
Bronxville-Manhattan orbit in order to find out how people other 
than the advertising cognoscenti are taking to the sales messages that 
be prepares for Lehn & Fink products. At least that's the excuse he 
uses for the trips he makes to his home town — Charles City, Iowa. 

He's the sort of fellow who mentions that he comes from Iowa, 
but neglects to say that he left the corn country when he was a youth 
to study at Andover and Yale, majoring in economics and marketing. 

And with 50 to 60% of the L & F proprietary budget allocated to 
TV, Bill has had to blend the economics of TV with the marketing 
problems of such diverse products as Lysol Disinfectant. Hinds 
Honey & Almond Fragrance Cream, and Etiquet Deodorant Cream. 
Bill thinks the answer has been found in alternate- weeic sponsorship 
of a half-hour segment of NBC TV's Your SJiow of SJioivs. 

According to Bill, "We definitely see a plus in TV areas. The 
name 'Lysol' has been a household word for years but until TV 
i'ame along we had a problem of showing bow versatile the product 
is. On video we are able to demonstrate the many uses of the prod- 
uct and convince the housewife that L)Sol has a function in every 
room in the house." 

Inasmuch as the ad budget of Hinds and Etiquet aren't high 
enough yet to warrant )ear-"round plugging on this costly show, it 
is fortunate that they complement each other seasonalK . During the 
winter the hand cream gets the heaviest selling effort, and the deo- 
dorant is a natural for warmer weather sales. 

The kc) word in Bill's selling aj)proach is "confidence." The way 
he explains it, "TV helps us give a ps)chological approach to our 
selling. We can demonstrate the confidence which accrues to the 
user of L & F jjroducts. The confidence of having a home "hospital- 
clean' after using Lysol: the confidence of not ofTeiidiiig alter using 
Eti(jiicl deodorant cream; the confidence of having soft, lovely hands 
after using Hinds all can be shown eflectively on T\ ." 

And speaking of confidence, that's just what Bill lias in his eni- 
j)loyer. He's never worked for another compaiiv (except the Navy) 
since he left college in 1936. But he's got a job of education to do 
on his two sons, both TV^ fans: The }ounger one is confident that 
he's going to get a pony because be sent in a boxtop recently! * * * 




in I PopuUiiin uf 11.41^ 

31 RiUil Sales up mi- 

CFCF , 
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SPONSOR 





10,000 WATTS 

IN '53! 

Biggest year ever in 1953! Biggest in power 
. . . 10,000 watts days, 5,000 watts nightsl 
Biggest in audience ... a million new listeners 
added to WJBK's loyal following. Biggest in 
results . . . greater sales pull in an even larger 
segment of the dynamic Detroit market. Get 
more sales . . . greatest return per radio dollar 
spent on the New WJBK, "The Station With a 
Million Friends". 



THE 

NEVH 




A STORER STATION 
TOPS in MUSIC, NEWS and SPORTS 

National Sales Mgr., TOM HARKER, 488 Madison, New York 77, ELDORADO 5-7690 

Repretenled Notionolly by THE KATZ AGENCY 
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iVeir tU'vvUnimcnts on Si*OJ\SOR stories 




''She Ain't 
what 
She Used 
To Be". . . 

nflr is prosperous, 
PVgressive 
>ile . . . 

MET. POPULATION 

1940 1951 
114906 231,1051 
ff increase 101' f 
BUILDING PERMITS 
1940 l^5t 
$2,475,028 $15,958,730 
'( increase $44' 

Where your 

Call ADAM YOUNG, JR. 

NolioncI Represeniative 



F. E. BUSBY 
General Manager 



ON THE DIAL710 



Mobile, Alabama 




Soe: 
IsKiic: 



"jMo\ies on the air" 

8 Scpleiiiber 1952, p. 38 



Subject: TV campaigiis continue to do an ef- 
fecti\e job in promoting movies 



Television, ihe motion jiicture industry s supposeil rival, continues 
to help movies seore hox-odiee successes. And the movienien are 
making increasingly elaborate use of video to help sell their product. 

To promote its "Sudden fear" this past summer, liKO Pictures 
(through Foote, Cone & Belding) ran TV saturation campaigns in 
.-evcral major cities around the country. ''We f(jund that there was 
a great cifferen e in hox-oflice receipts where TV was used to pro- 
mote th? picture and where it wasn t." says Terry Turner, former 
director of ex])loitation for KKO (and presently affiliated with Mu- 
tual Broadcasting System!. "It hyjioed attendance tremendously." 

In New ^'ork. for instance, RKO jjlugged the movie with heavy 
schedules of announcements and participations on W CBS TV and 
W^\BI) (total cost, ahout S25.()()0). The cam]3aign was launched on 
28 .Inly. "Sudden Fear" ojjened at Loew's State Theatre, \ew York, 
on 7 August. In its first week, it grossed $61, 000, topping by far the 
a\ erage oj)ening week's gross at that theatre »jf $20,000 to $2.5,000. 
It ran for seven weeks, an unusually long run for the summer season. 

Another picture firm making extensive use of video is 20th Cen- 
tury-Fox. For both its "Snows of Kilimanjaro" and "Stars and 
Stri]jes Forever" premieres in \ew York. 20th ('entur)' (through 
Donahue & Coe and Charles Schlaifer Sl Co.. respectively) bought 
super-sa'.uration schedules on WJZ-T\^ (75 to o5 announcements in 
one week). Both campaigns were climaxed h\ live telecasts of the 
premieres direct from the respective theatres, capturing the excite- 
ment of opening night, Hollywood style. The "Snows ' o})ening (17 
Septend)er I was seen locally only. The "Stars and Stripes'" premiere 
on 22 l)efend)er was not only simulcast on W'JZ and W^JZ-TV 18:30 
to 9:00 p.m.), luit was carried live on an ABC TV network reaching 
some 26 major cities (some of the outlets jire^ented the telecast \ ia 
kine two nights later). This is believed to be the first time a movie 
opening has been conmiercially \ idco'd on a network, according to 
Martin Michel, director of radio and TV for 20th Centurv. 



"Hot Mcallier Iiclps (lanada Dry 
zoom into second"' 

9 April 1951, p. 50 
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Slllljcol: Canada Dry injects new flexibility 
and incrcliandiveability into TV push 



In Se])tendier of this \ear, (Canada Dry (lro]ij)ed the network TV 
.*how il had lieen sponsoring for three )ears on a co-op liasis with its 
local bottlers [Super Circus, ABC TV, Sunday, 5:00 to 5:30 p.m.). 

In INovendter, (Canada Dry assnmcfl sponsorship of a new Y\ film 
series. Terry and the Pirates I taken from the comic strip, produced 
li\ Dongfair Corji.. and distributed l>v Official Films). The firm se- 
lected Terry because (a( it has a read) -built audience fiom the strip's 
syndicated ncwsj)aper circulation of oxer 21 .OOO.OOO: (h) the charac- 
ters are highly merchandisealde: they will be tied extensi\ely into 
(>nnada Dry's point-of-sale material as well as its magazine, newspa- 
per, and outdoor advertising (for ginger ale as a bexerage). 

Presently, Terry is on 51 selected stations, scheduled to run for a 
whole \car on alt(Mnate weeks. The bottlers are hapj)) with it be- 
cause^ it allows tiine-]ilacement flexibility. c(jsts less at local spot rate. 

(Canada Dry's air advertising now eonsinno about 35'? of its total 
biidgel. The major narl of the broadcast money goes for Terry and 
the Pirates: spot radio plugs on som<> 65 stations get the rest. * * 

SPONSOR 



I 



All It Took was a Tolly 




(Or so friends called Johann Sutter's decision to build o sow mill) to start the California 
gold rush. During the mill's construction, one of the laborers digging the mill race found 
a handful of glittering pebbles. When the word leaked out the pebbles were gold, the 
rush was on! 

There may be a shortage of gold at the grass roots in the Omaha, Council Bluffs area, but 
there's plenty of legal tender in the hands of KOWH's big audience. Just "dig" the 
Hooper averaged below for the thirteen-month period from October, 1951, to October, 
1952. With an audience "lode" that's loaded, KOWH always pans out! 

36.0% 



Largv\t total audience of any 
Omaha station, 8 A.M. to 
6 P.M. Monday through Sat- 
urday! (Hooper. Oct., 1951. 
rhru'Occ, 1952.) 

Lirgest share of at/dience. in 
any individual time period, ot 
any independent station in all 
America! (Oct., 1952.) 



to. "A' 




Sta. "S' 



OTHER 
STATION RATINGS 



Sta. "C 



Sta. "D' 



Sto. "E" 



r 




.''America's Mo 



O M A 



A 



General Manager, Todd Storz; Repreiented Nationally By The BOILING CO. 




WCCO-TV 

has what it takes . . . 



. studios — equipment — personnel — to 
imaginative and .g ood production 




do 




When you consider spot Television 
for the rich Minneapolis-St. Paul 
market you are unhampered by 
production limitations. 

WCCO-TV has two fully equipped 
studios, exceptionally flexible 
mobile equipment, and the per- 
sonnel to carry through your ideas. 
Twenty-eight people in production 



alone . . . men with as high as 
thirty years in television and show 
production ... a selling-minded staff 
that works well with your client's 
Twin City district sales office! 

Equipment, experienced personnel, 
and imaginative production . . . com- 
bine here to make spot television 
more effective and profitable! 



wcca 

CBS ' 
MrNNEAPOirS • ST. PAUL 

Nationally Represented by Free and Peters 



TV 



SPONSOR 
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Pfrplc'xiitff rate prttbletn: Radio broadcasters in TV areas across the country are 
figuratively burning the midnight oil trying to resolve, by weighing one Ousiness factor against another, 
whether the single rate structure is the wisest move for their particular situation and at this time. 

Will a siiiole rate imdm sell 
iiislittinie railiiif 



Aclmcn confident it will help 
but nio.st rep.s appear doubtful 



JB he Don Lee Netivork, largest re- 
gional netivork, announced a feiv iveeks 
ago that it ivas putting into effect 1 
Jantiary 1953 a single advertising rate 
structure in which day and night rates 
tvould be equal. Since Don Lee has be- 
come associated ivith the innovation of 
significant business and programing 
policies throughout radio's history, 
much comment and spectilation by ad- 
vertising men has centered around the 
portents of that netivork's decision. 



What follotvs is a round-up of various 
shades of opinion on economic and 
other implications of the single rate for 
radio spot during 1953. 

The trend toward the shigle rate in 
radio seems to be heading for a big 
pickup in 1953. To date, stations in 



controversy 



about 25 of the 100 leading markets 
have published single rates. Station 
reps report that hosts of their stations 
have either gone, or are on the verge of 
going, single rate, while others of their 
stations are considering doing so at 
what they deem the right moment for 
such a rate revision. 

There exists among both stations 
and reps a sharp difference of opinion 
as to whether the single rate is the best 
key to solving the i)rol)lcm of night- 
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time rate adj iistinoiil. But all ajirpp 
that the over-riditrg (jue^tion is: Will 
the siiiule rate reliahilit 'te iiighttiiiie 
national spot hu-iness? 

sroNsoK |)o11p(1 advertisers and agen- 
cies that are important sources of na- 
tional spot business on this (]uestion. 
It also pursued the theme with many 
station reps and station that have the 
single rate already in efTe: t. 

Here is a (|iiick impression of the 
reactions gathered in the sur\ey: 

• 1 he answers from admen could 
he sunnned up as an almost nnanimous 

o Among reps, the pendulum oi 
ojjinion swung from an enthusiastic 
aflirmative to the conical observation: 
■■:^ince no big spot advertiser is hav- 
ing nighttime radio an\way. what dif- 
ference does it make w hether he doesn't 
1)U) it at the established rate or wheth- 
ei he dopsn t l)u\ it on a single rate? 

• \s for the stations that ha\e had 
some e\per:eiic(> with the single rate. 

, ■ > i ' ,11 ,11 i;' i"*iT III I' III I 



those with brief experience hailed the 
strategeni as (]uite jironiising. but a de- 
cidedly different note was struck by 
W'FIL. Philadelphia, which introduced 
the "equalized rate" (the merging of 
the A and B rates into a single rate) 
hack in March 1949. FWlL's Presi- 
dent Roger Clipp put it this wa) : "Our 
bulk business has gone up steadily but 
our nighttime sales haven t improved.' 
( It would be mete to point out here 
that WFIL started off the revision of 
its rate structure by raising day rates 
to the nighttime level. I 

Admen have a ready answer to the 
Philadelphia stor\ and to other similar 
tales. 1 his answer is incorporated in 
the following summarized reasons ad- 
vertisers and agencynien gave sponsor 
for believing the single rate would help 
nighttime national spot: 

1. The vast majority of desired ra- 
dio stations in TV areas are overloaded 
with earl) morning business and na- 
tional advertisers would be inclined to 

i"i«,i,iiii' i; I'll li Hi 11 ml III iiM :ii ,j,i iiri ijiiiIj linii inm m iniii 



spread their business to evening peri- 
ods if the rates etjualled the morning 
rate. 

3. Large advertising campaigns are 
bought according to patterns. Acting 
on the broad thesis that earl) morning 
gives him the largest nundier of homes 
for his dollar, the advertiser orders his 
agcnc) to bu)' morning periods. The 
timebu)er may know of stations whose 
single rate makes them good evening 
buys, but as long as such stations are 
few and isolated the odds are a<rainst 
them. 

The buying pattern is thus frozen 
w hen once the campaign is approved 
by the client. Today the spot pattern 
is almost exclusively morning time, but 
if a broad enough expanse of markets 
were available at a single rate, the ad- 
vertiser would be induced to change 
his buying pattern to both morning 
and evening. 

15. Early nighttime radio in TV 
areas can't help but be a solid buy on 
a single rate basis when the following 
is taken into account: The weekday 
evening tune-in broadly matches the 
weekday morning tune-in, but the to- 
tal listeners per 1.000 homes in the 
e\ening considerably outmatches the 
total listeners per 1,000 homes in the 
morning (see Katz Agencv-Pulse chart 
on page 21.1 Advertisers are deeply 
interested in the latter factor, since it 
uould bring them in contact with the 
working girl in the family — but they 
want this contact at a price which is 
commensurate with morning radio. 

4. 'I here is too much money avail- 
able for national spot for it to become 
comfortably absorbed by daytime ra- 
dio. Advertisers have been waiting for 
the radio industry to "become real- 
istic " and. as an executive of a major 
soap company put it, "accept the prin- 
ciple that the price of a thing must be 
proportionate to what it's worth. " 

ij. If you're a big advertiser, it's of 
considerable advantage to include 
nighttime in \our radio coverage pack- 
age. \ielsen figures show that if you 
luu e a da\ time strip \ ou get the best 
four-week listener coverage by also 
having something going at night. A 
single rate would tend to encourage 
adviMlisers to act on this observation 
far more aggressi\'ely. 

si'ONSOh's poll revealed a hard core 
of oj)p()sition to the single rate idea 
among reps, along with nuich doubt 
(5\er whether it would spur nighttime 
spot bu\ing. Here are the salient 
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Roger W. Clipp 

The president of I'hilailelpbias WFIL 
pioneered the .single rate idea bark 
in March 1919. Proceeding from the 
premise he had but 18% of his Inilh 
business to risk. Clipp increased 
his daytime rate to the nighttime 
rate. In that way what had been the 
evening rate became the single rate. 
/r h IL's hulk business has gone steadily 
ap but nighttime has not been good. 



WiUel II. Itroiin 

The Don Lee Xelaork's president, in 
pulling the single rate into effect 
(IS oi 1 January 19.^3, mored in this 
direction: lie brought the nighttime 
rale down to the daytime rate. Brown's 
philosophy: the one rate plan will 
"stop for till time the recurring confu- 
sion and conslnnl annoyance to adver- 
tisers anil advertising agencies which 
periodic rcadfiistinents would incur." 
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points made by these reps: 

1. The major ])art of nighttime ra- 
dio in TV areas still delivers a big- 
ger audience in terms of listeners ])er 
1,000 homes than any jjart of the day- 
time span: hence there is no more 
logical reasons for a single rate now 
than before. 

2. Adjustments in rates should he 
made according to conditions in indi- 
vidual markets. Each station knows 
best what it's worth toda\. as compared 
to pre-TV. and should use its own 
\ardstick in re\amping its own rate 
structure. It would be absurd, ac- 
cordingly, for all stations to swing to 
a single rate — if only to conform to 
what some advertisers choose to call a 
■"bn\ ing pattern." 

15. With early morning radio be- 
coming overcrowded, the national spot 
advertiser will soon find himself com- 
pelled anyway to go nighttime. Un- 
der these circumstances, stations that 
rush into equalizing their rates could 
be giving up something that they might 
later rue. 

4. .\o small portion of the awounts 
that cancelled their nighttime radio in 
1952 will probably be back there in 
1953. They'll be spurred in that direc- 
tion by one or both of two factors: 
(1) TV is too expensive; (2) lack of 
availabilities in morning radio. 

5. The recent behavior of some ma- 
jor ad\ertisers in nighttime network 
radio should be anything but reassur- 
ing on the effectiveness of rate reduc- 
tion. CBS. with the agreement of its 
afiiliates, cut its rates, but Procter & 
Gamble, which exerted the pressure for 
reduction originally cancelled some 
slots anyway a few month later. (The 
report on this score is that P&G had 
come to a policy decision that the 
nightttime rate should be no more than 
the da) time rate. I 

In further researching the topic, 
sponsor's editors found that WFIL 
served as the best "experience storj" 
on the single rate available. And here's 
what WFIL President Roger Clipp has 
to say about it : 

"We started on the single rate track 
in jMarch 1949 when we upped the day- 
time rate to the nighttime rate and es- 
tablished the A rate as extending from 
9:00 a.m. to 11:00 p.m. In March of 
the following year the time sjian of the 
A rate was re\ ised to from 7:00 a.m. to 
10:00 p.m. A year later the rate was 
raised for A time from $300 to $315 
and the starting time for this rate 
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VoM get more rcicfio lisienevs <i! niyht 

7 his chart shows that u liilc srts in use an; sli^^litly higher in the 
morning in TV areas the difference is more than com})ensated jor at 
night l>Y more listeners per 1.001) homes. StiK/y, l>ased on averages 
of 1() 77' cities,* leas prepared by the Kal.z Agency from special analysis 
made by Pulse covering radio listening for January-February ]9.i2. 



HOUR 
BEGINNING 

Morning 
fj» ff.lll. 

7 (f.iii. 

S ff.lll. 

f> ff.lll. 

10 ff.lll. 

1 1 ff.lll. 

Afternoon 



HOME SETS-IN-USE 
Per 100 radio homes 



TOTAL LISTENERS 
Per 1,000 radio homes 



Mon.-Fri. 


Sat. 


Sun. 


Mon.-Fri 


9.2 


6.9 


1.7 


148 


20.6 


14.9 


5.7 


346 


23.6 


18.1 


10.9 


342 


26.4 


20.6 


14.4 


351 


27.9 


22.3 


16.9 


365 


26.5 


22.3 


18.0 


342 



Sat. 

98 
234 
297 
346 
370 
368 



Sun. 

22 
85 
177 
249 
299 
328 



i2 iifioii 


24.2 


20.6 


18.5 


322 


338 


342 


1 p.m. 


23.2 


20.5 


19.6 


309 


340 


368 


2 p.m. 


23.1 


21.6 


20.3 


305 


359 


380 


t$ p.m. 


23.1 


21.7 


21.2 


316 


362 


395 


1 p.m. 


111 


21.4 


22.7 


341 


374 


434 


;> p.m. 


22A 


19.5 


24.0 


372 


353 


473 


Evening 














f; p.m. 


23.4 


19.6 


24.2 


431 


367 


491 


7 p.m. 


24.7 


21.2 


25.1 


472 


413 


515 


it p.m. 


26.4 


24.3 


25.5 


517 


481 


520 


f> p.m. 


25.0 


23.6 


22.6 


490 


458 


447 


10 p.m. 


19.6 


18.7 


16.9 


368 


346 


319 


1 1 p.m. 


11.8 


12.2 


10.1 


203 


210 


174 



•Tho IS TV maikets are Atlanta. Ualtimore, Bostim. lUiffalo. ("Iiicago. Cinciiiiiali. I>olroit, Lns 
Anfffles. ^^^noa^^olis, New Orleans. Xew Ymk. I'liiiadciphia. lUc-fmiond. st, Louij, Wan Fianciscn. 
Soattle, NVashinston. 
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pushed back to ():00 a.m. 

"We realized three years ago that 
nighttime radio was doomed to falter 
badly. We analyzed our billings and 
found that as far a? natio:iaI spot in- 
come was concerned 82'^f of our busi- 
ness came from time sold prior to 6:00 
p.m. We figured that we could afford 
to stand pat ratewise with liV < of our 
billings and see uhat happened. 

"What has hapi)ene(l is this: Our 
over-all business has been going up 
steadily ever since, but our nighttime 
sales are not good. I don't agree with 
the theory that more nighttime would 
be sold if night rates were reduced to 
the day le\el or somewhere in tliat di- 



rection. At least, it didn t work that 
wa) in Philadelphia. 1 belie\e that in 
a matter of IJ! months or two years a 
coni])lete re\ ersal of rate structure will 
take place: daytime will be going for 
twice the night rate. " 

Wlnfl the I't'jis rt'i»tn't: luquirs 
ain(nig the leading rep organizaticjns 
indicated that in most of them: the sin- 
gle rate idea has been under discus- 
sion and analysis for some time. Sc\ - 
cral of them had put their research de- 
partment to work collecting data that 
( ould he of aid in guiding them and 
their stations on re.-oh'ing this riddle. 
[Please turn to page a9\ 
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Wesleriis strong in spot film M 



Mn rereiil monllis^ •^I'ON'^OR lias iecei\ed iiunierou;- letters 
from a<l\erlisers ami agencies located in the Midwest and 
South containing this inquir\ : ''Have you any studies show- 
ing how 'P\ Western fdms are faring in local markets: 
wlietlier the trend is uj) or down?" 

This c|uer\ i;; substantially answered in the first SPON- 
SOR-Telel'idse ratings of top spot '\ V film programs helou. 
Western films dug out of Hollywood vaults built up hefty 
followings in Icxal TV markets in the early days of the nie- 
diiim. In the flurr) to TV film production last year many a 
l>roduccr with thoughts of s\ ndicate sales took his cue 
from this status of popular favor. 



Period: 5-11 November 1952 



As the market became surfeited with these old W estern 
features it was not uncommon for admen to wond(>r whether 
this Hood wouldn't tend to depress the outlook for the 
half-hour W ester ns made especially for I V. Judging from 
the ratings below the W estern in TV is as j)otent as ever. 

Apparently a good dramatic show can hit off solid mar- 
ket-by-market ratings regardless of whether they're built 
around a name. WTtness the fact that Dangerous Assign- 
inenl (Brian Donlevy ) , Boston Blackie, and The Lnex- 
pected (the latter two Ziv-sy ndicated I — all well represented 
in the markets rated below- -are quite closely grouped to- 
gether. \ot far behind in the lineup is Foreign intrigue. 
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Monthly SPONSOR-TelePulse Rating 



TITLE 



DESCRIPTION 



SYNDICATOR OR 
DISTRIBUTOR 



Multi-rr^arket 
Telepulse 
weighted 
ratingt 



7-STATION MARKETS 



New York Lcs AngekS 



4 STATI0N MARHip 



Chicago Washin 



J- 



Kntif/i' Hi (lor 
Xbbittt <.V CostvUit 
f>« uyvro If .V /I ssiif n tue n i 
Kosion lilttekie 
Thv Uni'xju'i'ied 
Uopulonti Cussidfi 
Fitveif/n Itttrhjtie 
Kit ('(fr.soii 
S'lfpft'ttiffti 
Crusade in Etirupv 
Jetei'U'r's Shittcettse 
€isi'o Kul 
JvSfrrfi Jotic.v 
II iff! Kill Uivliuk 
/Xi'l'uirs tti C'fiiiiff Smith 
Uliirvh of TitiK* 
ffoffi/itrooff Off Ki'ut 
Laurel A. Ilardt/ 
Captaiu lliduiifht 
lUrk Tracfi 
It vat It Valli'fi Itai/s 



Western 

Comedy 'Situation 
Adventure Drama 
M stery Drama 
Drama 
Western 

Adventure Drama 

Western 

Kid Siiow 

Documentary Film 
D'ama 
Western 
Mystery Drama 
Western 

Adventure Drama 
Documentary Film 
Mystery Dre^a 
Comedy Situation 
Kid Show, Serial 
Kid Show, Serial 
Western 



CBS Television Film Sales 
MCA 

NBC Film Programs 
Ziv TV Programs 
Ziv TV Programs 
NBC Film Programs 
J. Waller Thompson 
MCA 

Motion Pictures for TV 

20th Century-Fox 

Stewart Reynolds 

Ziv TV Programs 

CB- Television Film Sales 

William Broldy Productions 

PSI-TV, Inc. 

March of Time 

United Television i'rograms 

Unit'/ Television Corp. 

Hollywood TV Service, Inc. 

Snader Telescription Sales 

McCann-Erickson 



22.3 
lit. 3 
18.2 

IH. l 
17. a 
17.3 
17.2 
17.2 
17.2 
Kt.it 
Ki.il 
1(i.4 
1S.it 
14.2 
12.it 
12.1 

II. a 

ll.S 

n.1 
it.1 

it.O 



V- 
16.2 

5.7 
12.7 
14.7 
19.3 

9.7 
8.5 

4.2 

* 

5.9 
8.7 

V- 

3.0 



13.2 
10.2 
19.0 
12.7 
14.7 
19.3 

4.0 
73.5 

9.9 
77.5 

4.2 

* 
70.2 

6.7 

5.4 



•Kllin- 
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Firsl SI»OI\fS«U-ToloB»Hlse ratiii$>.s show ciraiiialie. 
action |iro^'i*aiii<^ litvsl bols on inarkot-Iiy-iiiarkol basis 



which likewise doesn't spot a name personal it) . 

Curiously, no 15-niinule film shows came up with strong 
enougli rating.* in four or more markets for the period 
rated (5-11 iNovcmher) to warrant in<'lusion in the chart. 

Il nia\ he niele to point out that these st'ONSOR-TelePulse 
rating charts, like any other program rating infornialion. 
are offered mereh as a broad index to how spot TV film 
programs are faring, and not as lh(> final guide to the 
buyer. The astute adman will search out for himself the 
manifold factors that enter into a rating, such as the pre- 
ceding rating, time of broadcast, and competition and 
measure his <'hoice of purchase accordingly. 



★ ★ ★ 
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Cliff rl to he refiulur I'l'itturv 

7 his ra/iTig chart, the first coast -to-roast rating 
oj spat Tl film shows, ivill appear every sec- 
ond issue oj si'ONSOK. ( \ext chart 26 Janu- 
ary ) . It ivill jeature a new section devoted to 
special research data, production injornialion, 
significant trends in T\' film program field. 
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f Top Spot TV films 



Films listed are broadcast in four or more markets 



3-STATION MARKETS 



Atlanta Baltimore Cincinnati Cleveland Columbus Detroit Philadelphia San Francisco 



Birmingham Boston . 'Pj^to^i Minn. -St Paul 



l-STATION MARKETS 



28.5 

9.5 
75.3 



9.0 
70.3 

5.8 
72.3 



75.5 




70.3 


70.5 










72.8 




75.5 


77.8 






27.5 


8.3 


70.8 


3.5 


77.8 


70.0 




76.3 






16.0 


7.5 


8.8 




78.8 


74.5 



36.3 

78.5 
78.0 

74.0 
22.3 

74.0 

70.3 

7.3 



27.8 



76.8 

20.0 
72.8 
20.3 
72.8 

78.8 
9.0 
70.5 

8.0 



77.3 
22.3 
24.0 
75.3 

73.0 

72.0 
27.5 

74.5 



75.8 
78.5 

77.0 
78.8 



70.3 

77.8 
78.5 



9.0 
8.3 
9.0 
72.3 
7^0 
76.5 
9.3 
76.3 
5.8 



26.8 
78.0 
7 7.3 
74.3 
73.3 
26.3 
77.5 
27.3 

74.3 
75.5 

27.0 

8.5 

3.3 



26.3 
24.0 
24.3 
24.8 
30.5 
22.5 
78.5 
78.8 

78.5 
77.0 
7.8 

74.5 
25.3 

70.5 



79.5 ^ 23.5 
^ 77.8 
79.0 27.3 



27.5 

25.0 
29.0 

20.8 
25.3 
7 7.0 



78.8 27.8 

79.8 23.5 

8.8 77.8 

75.3 23.0 

70.5 



72.3 



25.0 
72.3 

24.3 



79.5 26.8 
77.5 74.3 



78.0 
70.0 



73.5 



7 7.8 76.3 

* 23.5 

8.3 7 7.3 

75.8 79.8 



7 7.8 
8.3 



Buffalo New Orleans Seattle St. Louis 

50.5 46.0 



57.0 
{'48.0 52.5 
22.0 47.5 



53.5 59.0 



47.0 
26.0 



22.5 36.5 33.0 24.5 



35.5 
56.0 
34.5 

25.0 40.5 



53.5 
37.5 



* 33.5 

* 20.5 
48.5 * 
43.0 * 

26.5 45.0 34.5 

¥ ^ ^ 

* 29.0 



40.0 

38.5 28.0 52.5 

22.0 70.5 23.5 

•V* "V* 



[he nuniDer of TV homes In each market. For instance in 0( toDcr l!).->2, TelePuIse gave a weight of 13 to New Vork as aimpare.l nilh a weight of 1 for Cincinnati. 

29 DECEMBER 1952 



1 



23 




TV cotiimcrriffl.v use hubiea to add impart to Gerber sfiles Best ad theme: Gerber makes baby food exclusit'ely. Copy minimizes 
message. Sarra. film producer, used lour- to six-month-old infants. ease of preparation as agency believes mothers have"martyr complex" 

Mw nets throuoli to the 




I Firm roaclios soloctive market 

with iiisiKK iiiecliiiiii: network television 



smj: a iiui>s adxcrtisuig iiipilium lo 
reacli a sclcri iv(> niaikel is a ^j;oofl trick 
if \<)ii can do il. llie (icrlier Prod- 

iicls niaiuifcKlnrci- of hahy fo<Kls. 

a|t|)ai"<'iill\ lias done jusl llial. I'dr C,er- 
IxTs is usiti^ ii<-lv\ork I \ to Kun li llie 
hioiIkts of KaliK's. 

I lcr<> ar<" sonic reasons v\li\ (jerlxT 
e\i'<-uli\os can Im- satisfip<l willi llw 
( onijiam s use of network \ \ : 

I. \nniiier one (onipatn in hahv 
food sales for \ears. (i<Ml)ers is shil 



riding liigli. After about 12 nionlhs of 
air advertising, sales are rising at a 
heallliier < lii) llian ever. Tliis is taking 
place in tlie fare of a long-term Icvel- 
ing-olT vvliicl) is heginning to sliow u]) 
in over-all haln food sales. 

'2. (Berbers 15-nnniile segment in 



tlie \^^'dnesda\ afternoon Kale Smith 
Shoio (1:45-5:00. \BC TV) is current- 
1) sjiorling a higher rating than the 
other 19 slots. W^ith the exception of 
kid shows. Gerher s iVielsen figure is 
the liiird highest in da\time T\'. 

3. The <-om]iany couldn't ha\e 
picked a hetler lime slot to reach the 
hea\\ iate-in-lhe-week grocerv sho|)- 
piiig. Ahout 90' < of all grocerv sales. 



I S t O r y according to a 1950 Croweil-Collier 
studv, ta'<e place Wednesdav. Ihurs- 
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day, and Friday. Incidentally, CBS 
Radio's tandem-t) pe operation [ Power 
Plan), which ct)\ers the above three 
days, is being sold partly on the 
strength of the Crowell-Collier stud). 
(See "So you want to buy a "tandem'," 
SPOXSOl?, 15 December.) 

4. Gerber executives have every rea- 
son to believe that their waste circula- 
tion (which includes anybody who is 
not a mother of a baby) on a mass 
medium like TV has been held to a 
niininmm by adequate research on the 
best listening time for mothers of 
young children. They have a prett\ 
good idea, for example, that young 
mothers like Kate Smith better than 
any other TV show. 

5. Gerber's has practically no com- 
petition on the air. As a matter of 
fact, air advertising of baby food has 
always been conspicuous by its scarce- 
ness. Gerber's is the only firm in its 
field doing a sustained job with broad- 
cast advertising. And that includes 
network and spot, radio and TV. 

Gerber's obviously likes its present 
TV showcase; the processor is buying 
so big a part of it. Tlie company start- 
ed in its Kate Smith niche in Septem- 
ber 1951, and now appears to have 
settled down for a long, comfortable 
stay. The Gerber timebuyer at D'Arcy 
Advertising Co. has taken practically 
every TV market in sight— and a few 
not even in sight. The agency has a 
standing order to buy every TV sta- 
tion (assuming clearances are satis- 
factory) scheduled to see the light of 
day before April 19.53. 

A quick look at the Gerber's sales 
picture sheds some light on its healthy 
appetite for TV coverage. The com- 
pany has registered a 22 sales in- 
crease for the six months ending 31 
September 1952. If this l)ercentage 
of increase holds up during the current 
six-month period — and it looks likely 
— it will mean a total sales figure of 
$66 million for the fiscal year (ending 
31 March 1953). compared with, if 
you want a dramatic example, $17 mil- 
lion in 1945. This will mean a $12 
million jump over the previous fiscal 
year, the biggest dollar leap in Ger- 
ber's history. 

It also means an increasing Gerber's 
share of the baby food business. That 
share is now estimated at more than 
35% (1951 retail baby food sales: 
$170 million). Following Gerber's in 
order of sales are four other large pro- 
ducers: Heinz, Beech-Nut, Libby, and 



Clapp. Gerber, Heinz, and Beech-Nut Gcrliei' Sfilcs are vliinhinff fust 

among them account for iiO'/r of total 



industry sales. 

Gerber Products is the onl\ one of 
the above quintet which makes hah) 
food exclusivel) , a fact that may ha\'e 
a lot to do with its sales leadership. 
Clapp is a di\ision of American Home 
Products, which has more brands than 
you can shake a rattle at. Pretty much 
the same can be said of the prixhu t 
variety of Heinz and Libby, McNeill & 
Lib])y. Beech-Nut is heavily involved 
in coflfee and chewing gum. This s|)e- 
cialty of Gerber's has resulted in a 
consistency of ad\'ertising that is par- 
ticularly marked in the bah) food field. 

Gerber's is spending about 7'r of 
its gross sales figure on advertising 
and sales promotion. \ 39-week run 
on Kale Smith costs Gerber's a whop- 
ping $600,000. The seven film com- 
mercials now used came to about $20,- 
000. The company also buys a smat- 
tering of radio and TV spots. To- 
gether, these expenditures come to 
about a third of Gerber's $2 million- 
plus ad budget for the current fiscal 
year. Nearly another $2 million is 
S|)ent on sales promotions: conventions, 
promotion to doctors, etc. 

The company and its ad agenc^ will 
not spell out publicly, of course, the 
(Please turn to page 74) 



The 1953 figure is sponsok estimate based on 
229( increase lor first lia/i oi tliis fiscal year. 
Gerber's Tl sponsorsliip begun September 1951 




870 



.Sf;o 



850 



810 
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$25 



820 



81 5t 



1945 1946 1947 1948 1949 1950 1951 1952 1953* 
-Hscal ycari emlins 31 ^^aIl■h tMillfom of ilnllars 



nil !iir iiiiiMiiiiiiiiii mill nil iiiii iiiiiiii'i mi 



nil nil 



Point of sale: 

Stores welcomed displays tying in Kate 
Smith to Gerber products. TV program 
has helped open hard-to-crack outlets 



Deali'i- trude ttds: 

Gerber tells retailer that Kate Smith was found 
to be most popular daytime show among mothers. 
Research also disclosed most popular time slot 
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nwK WTMn LNE-m un suna sttow ieh 

— it'sfaiafulawAjrihcfnudpt^iaiiUkiiiDi' TV 
ihoM Kiib (hem . . . iind the> maW !ip *n mipuc- 
Ufti pan tA tvcr siuttcncc' Kak .Stniih (c«iorvi 
Gerber's R^h> Fixidi Un a iioartei'hcTitr even 
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Gerber's 

BABY FOODS 
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delivers the richest part of the rich, rural 
midwest! Here are over ZJ/ million "grass- 
roots" midwesterners who demand authen- 
ticity in the farm programs, the homemaker shows, the news 
and weather casts and other radio programs they listen to. 

They like local flavor, but it must be authentic. That's 
why they prefer KMA farm director Merrill Langfitt's farm 
shows over those beamed from metropolitan centers, because 
Langfitt's a farmer, too. That's why they like KMA home- 
makers like Florence Falk, "The Farmer's Wife," because 
Mrs. Falk IS a farmer's wife and knows what the rural house- 
wife wants. 

For over 27 years KMA has been the farmer's source of 
news and weather, his spokesman, his business advisor and 
his source of entertainment. 

The farmer's got money to spend! In 1950 farm income 
in KMA-Land,,was almost two billion dollars. You'll be get- 
ting the rural audience and more than your share of sales 
when your message is tailored-to-the farmer over KMA. 



SHENANDOAH, IOWA — 5,000 WATTS — 960 KC 



Hold 

The Heart of 
The Rural Midwest 
In The Palm of 
YOUR Hand! 

Sell the Richest Livestock 

And Grain Area in the World . . . 

with KMA — The Heartbeat 
of the Rural Midwest! 




KMA Farm Service Director Merrill Langfltt is a farmer himself 
. . . raises registered Hereford cattle. 




Rural housewives like the authentic broadcasts of a real farmer's 
wife — Florence Falk, shown above with her family. 




Jn the pages that follow, SPONSOK -studies and analyzes the I . S. 
farm market. In 1953 gross income of the American farmer is ex- 
pected lo soar to an estimated $3o billion. Reaching this huge and 
profitable market via advertising of all kinds will he virtually a 
"must " for l oth consumer and agricultural-product advertiser;^. But 
despite the growing fund of farm n<edia knowledge that has been 
built UJ3, most advertisers still have many things to learn — j)articu- 
larly about air media designed to provide >ervice and entertainment 
for farm families. To discover the latest farm radio and television 
techniques (Yes. farmers, too. watch TV ! ) SFOiXSOR sur\e\ed nearl} 
200 leading farm-area outlets, both radio and TV, in all sections of 
the U. S. What these broadcasters replied, plus new information 
from the U. S. Government, agricultural concerns, farm associations, 
advertising agencies, and farm advertisers, forms the basis for this 
sjjecial section. As the index at right shows, readers will find data 
on the size and scope of the U. S. farm market, tips to consumer 
advertisers, practical pointers for farm-])roduct advertisers, the lat- 
est round-up of farm radio and T\ facts, the latest listings of farm 
broadcasters, and a round-up of farm air results. The data provided 
by these reports should prove \aluahle to large and small adver- 
tisers, and their agencies, in planning 1953 air campaigns designed 
for farm ears and eyes. N^'^ith over y3'^Y of i\merican farms radio- 
equipped ( U. S. Census 19.50) and about 12',f of them TV-e(|uijiped 
I latest estimate), air media have the greatest circulation among 
farm families. Selling to the farmer on the air often isn't as easy as 
't looks; he resents the hopped-up, high-pressure approach as well 
cs the CO) 1\ folksy, corned-up t}pe of "farm"' air commercials. And. 
America's factual-minded farmer can mean millions in extra sales. 



2. 



5, 



Ftirm mtirUet: Fanners have 
more money than ever, but sagging 
jarm prices make them close-fisted. 
Five charts, full-length article de- 
tails $3o billion market. Page '2V> 

Consumer tips: How shouhl 
air copy jor consumer products be 
slanted for farmers? sponsor arti- 
cle reveals latest air tips m this 
neic ad technique. Page 30 

Fffl'HI lips: Backbone of farm 
broadcasting is the local radio farm 
director. Here are pointers on hoic 
best to use these air personalities, 
revea'ed by new survey. Page 34 

Ftirm r«rfio-TV; How do typ- 
ical air outlets in farm areas op- 
erate their farm broadcasting? 
Here's a round-up of data to give 
sponsors the latest picture. Page 36 

Ftirttt air restiUs: Eight cap- 
sule success stories show farm air 
advertising produces results for 
consumer, farm-product advertis- 
ers. si'ONSOU RFl) listings. Page4'^ 
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Wfiy /orm market is important 

1. Farmers are worth $169 billion. 

2. Farmers grossed $37.6 billion this 
year. 

.*{. Farmers will have net cash income 
of $14.2 billion to spend. 

4. Farmers' standard of living is guar- 
anteed by U.S. Govt, (through par- 
ity-price ratio) — only such set-up in 
U. S. 

;>. There are 23,276,000 people on 
farms. 

G. 93.1% of farm homes had radios in 
1950 (12% have TV sets now). 



What farmers are worth 



Real estate . 


s»4.e 


biff ion 




Livestock 


i.«>.e 


f>iff ion 




Machinery & motor ve- 








hicles 




biff ion 




Crops stored 


«.» 


f»iff ion 




Household furnishings & 








equipment 


7.7 


f> iff ion 




Bank deposits & currency 


J5.2 


f»iff ion 




U.S. savings bonds 




f>iff ion 




Investments in co-ops .... 


2.1 


f»iff ion 





Tntal assets ^169 biff ton'' 

SOURCE: liunau of AKricultural Economics 
•I'll Irom bill. on in Ui'A 



Where farmers spend their money 

Expenditures of farmers and smalltowners (up to 10,000 pop.) 1951 by stores 
(Farmers alone account for about one-third of total) 



STORES 

Food stores 

Automotive 

General merchandise 

Lumber, building supplies 
& hardware 

Eating & drinking estab- 
lishments 

Misccllancovs 

Apparel 

Furniture & appliances 



SPENDING 

.Si 2.2 f>iffion 
7. ft f>iffioii 
K.:t f>iffion 

I. It f>iffioM 

1. tt ftiffion 
1.0 ftiffion 
:t.H billion 

2. n ftiffion 



STORES 

Gasoline & service sta- 
tions 

Drug & proprietary stores 
Liquor stores 
General stores 
Second hand stores 



SPENDING 

2.1* ftiffion 
1.7 ftiffion 
I.I ftiffion 
IHO million 
2K0 miff ion 



Farm rarfio oiicf TV 

1. Farmers in 1953: few- 
er, richer, tighter— with 
$14.2 billion net to spend 

m lie American fanner will gross 
close to $3o billion next year. 

This will be roughly one-seventh of 
the total national income. 

Of this $38 billion, he will spend ap- 
proximately S24 billion on production. 

He will net around S14 billion, most 
of which he 11 spend on consumer items 
you make or sell. 

Incidentally, the farmer next year, 
as in every vear but two since 1940, is 
sure to bu)' more dollars' worth of con- 
sumer goods than capital (heavy) 



goods. 



AppriKv. total $,T2 fn'fftoii 

SOURCE; Weekly W'tt'sriapcr ll(>i)lo!.cnl,HlVcs. Inc. 



This fact alone shoulil intrigue the 
consumer goods advertiser — who dab- 
bles in farm publication advertising 
but virtually ignores farm broadcast 
advertising or expe<"ts his regular pro- 
grams and announcements to reach 
the farmer. 

"P'ewer . . . larger . . . richer , . ." 
is the excellent way Wildrick & Miller, 
New York, described the farm njarket 
in its farm booklet published last year. 

The adjectives apply equally today. 

There are feiver iarniers: 23.276.()(X) 
(as of 1 April 1951, latest figure avail- 
able), as against 24,335.()UU the year 
before. 

The farms are larger: 215 acres in 
1950 against 195 in 1945 and 138 in 
1910. 

The farmers are richer: They're 
worth .$169 billion this year, against 
.$1.54.3 billion in 1951. $53.8 billion in 
1940. 

Therefore it's easier to sell them as 
a group, for by concentrating on the 
upper half of the farm market, "you 
cover 90% of the jjurcbasing power,"' 
according to Wildrick & Miller. 

But one more adjective should be 
added: tighter. For paradoxically pur- 
chasing power is declining. The jirices 
the farmer gets for his product-^ are 
down o% over last year: tlie i)riccs 
he must pay have slipped only l''{, 
according lo the Agriculture Dept. As 
a result the farmer is getting close- 
fisted with his money. How he spends 
it in 1953 — and how much — will de- 
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pend on you as an advertiser and 
adman. 

How is tlie farm market "fewer, larg- 
er, richer, and tighter?"" And wh) 
t'hould this interest the advertiser? 
Here are sonie figurejs to show wh\ 
you sliould take an interest : 

Fvtvvr: There were 23,276,()()() people 
on farms in April 1951 out of a total 
population of 155 million ( 157 mil- 
lion today). There are 5.4 million 
farm families, as against 7.6 million 
rural non-farm, and 26 million in 
towns and cities. The Bureau of Agri- 
cultural Economics ejtimates the farm 
figure will decrease to 22.402.000 by 
1955 and 21,356.000 by 1960. Rural 
population on the whole, however, has 
been rising although at a smaller rate 
than urban. 

Farm decline has been generally 
downward since the peak year of 1916 
(32,530,000). Depression in the 1930"s 
brought a temporary increase, but 
World War II caused a rapid loss in 
farm population. High level of non- 
farm employment .since 1946, plus the 
post-Korea defense mobilization, has 
continued drawing the boys from the 
farm. 

Since the early 193()'s approximate- 
ly 1,000,000 farms have disappeared- — 
over 665,000 of them in the South. 

Tread to fewer but larger farms, 
fewer farmers using more mechanized 
equipment actually means greater efii- 
ciency — more food is produced. And 
for advertisers it means it is easier to 
reach the farm market. 

Easiest and cheapeit method is via 
radio. The 1950 census showed 93.1 % 
of the farmers had radios, quite a few 
on tractors as well as in barns, and 
78% had electricity. Thus more homes 
had radios than electricity (or tele- 
phones — 38.3% ). Since then all thre^ 
figures have risen. The national radio- 
home percentage is 98.19c . And not 
to be overlooked is television. Sam 
Barton's Market Research Corp. of 
America estimates 12*^/ of farm fam- 
ilies had TV in July, a 3% rise in 
three months. 

Larger: Farms averaged 173 acres in 
1940— now average 215.2 acres. Total 
number of farms has dropped to 5.- 
379.043 (19501 from the high of 6.- 
812.3.50 in 1935. Smaller, less efliciciit 
types of farms are being squeezed out. 
Those I hat remain are going in for 
more and more specialization. With 
mechanization, elertrifiration. impr<n ed 
(Please turn to page 4V>] 
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f .S. Sai'ttt fudio is intotfral 
pitrl oS I'iii'ul roiiitiitdiif 1/ 

Farmers look ipon radio as a basic 
aul in lite '^3o billion business oj 
ninvliinji and crop-grou in!(. as kcII as 
an irnporlani means oj enierlaininenl. 
In the pages that jollott . si'ON.sOH pre- 
senls a pu tonal tour of V. >. farm 
radio. Idiitcn ii ill see lioir farm-area 
stations and local farm radio direc- 
tors cover everything from state fairs 
and stocl. shoiis to Heather reports 
and household hints for their loyal 
farm listeners. Photos were chosen 
from replies to recent si'ONSoii sarvey 




Fuir.s. sin'viul vvvitts: W'lieii lliorcV .-i lii-j rural exciil. f:irni- 
iir<'ii ^lalioll<. go iill-oiil to l>riii'; report* of it to f:iriii .•iiidienc(>>. 
Ahoxe, ooiiler: \S orlliiii^loii, Oliio's W'KFI) -el up :i spcciiil sludio 
lent ill l:i»t \ v:ir\ Ohio Slato Fair, drew lli(>i!s:iii<l> of \i>.iIor» (hiil>. 
;md iiircd rcnioto l>ro:idea>l» to iiiaiiv iiioro Midwest lariiicr-. Hi^lil: 



Farm Service Uireelor Harold J. Seliiiiilz of KI'EQ, Si. Joseph, Md 
(holding mike at left) interviews Rohert Tlioriihiirg, Missouri' 
Commissioner of Aftrien Itiire at the .Missouri Stale Fair. Sinee 192(>i 
W FEO has carried livesloek and grain market reports to farmers 
aims niosl of ijs profiraniing during the day toward rural tastes 



Farm rmlio miff TV 



2. Consumer buying by farmers may hit $14 billion 
'53. But air-selling such products is often tricky 



pot radio aimed direclly at sucli 
inipoi'taiit '■fractional' audicncps as 
foroign-laiiguago groups and to L . S. 
Negroes is now a standard item in 
many a sponsor's bag of consumer ad- 
\ertising tricks. And, an important 
fund of specialized knowledge in plan- 
ning such air campaigns has already 
hecii huili up by leading advertising 
agencies and statmn rejjresentativ es. 

[)itt one important segment of sjiot 
radio advertising is still verj mu< h in 
the experimental stage. Thai's the scull- 
ing of consumer pro(hi( ts, from < (jrn- 
Hakes to (]adilla(s. t(j farm families 
willi the aid of s|)eciall\ phirined farm 
radio conniiercials. 

\- the preceding article luis shown, 
advertisers who ignore the S| 1 bil- 
lion <i)nsnnier huving power of the 
nation s farm familic* are < nlling ihem- 
scl\cs o(T fnnn man\ extra and siz- 
able -ales. It"s Irtu' that ad\erlisers 
who plan majoi ra<lio cam])aigns in 
terms of the broadest possible appeal 
anlonuitic all\ tcac h a great matu farm 
ears. Itnl. it s e( otiotnic alh worth tin- 



effort in today s competitive market to 
make the extra air '"push" needed to 
reach even greater farm audiences, 
most experts feel. 

Where are advertisers going to get 
the kinil of '"specialized" know ledge of 
farm radio iK^eded to do a successful 
selling job for a consumer product? 
And. is "specialized'' knowledge really 
needed? 

I n answei such questions v\ith facts. 
si'ONSoR recently surveyed those who 
arc still writing the ground rules of 
selling consuniei |)r(»(lucts \ ia radio to 
farmers- the nation s farm-area tadio 
outlets. Nearly KK) rc|)lies were re- 
c(M\ed. containing a wide \aiiet\ of 
|)ractical advice to advert i.sers and 
agenci(^s. 

Here are highlights of what these 
farm radio stations told si>o.\sou: 

The best u'tr vvhivlv: \(l\erlisers 
who havrt a consumer produ< t to sell 
to farmers have much more freedom in 
])icking (a I stations, and (bl avail- 
abililies on these stations llum do the 



manufacturers of a specialized agri- 
cultural product (such as a disk har- 
row or a manure spreader ) most farm- 
area stations feel. 

General]} speaking, the best times of 
day to reach farm families with radio 
for a consumer ])roduct today are: 

1. Early morning: \\a programs 
and 'or announcements slotted on a 
farm-appeal station betv\een the hours 
of 5:30 and 7:30 a.m. Although the 
trend in farm habits, due to the elec- 
trification and mechaiuzation of farms, 
is tovvard a "wake-up" pattern that's 
similar to that of cities, the early morn- 
ing hours still catch most farm famil- 
ies at lireakfast. 

2. Aoo// hour: Again, this is a peak 
in farm family listening, since it is dur- 
ing this period that farm stations air 
weather reports, market reports, news 
round-ups. and farm service sliows 
aimed at rural ears. Also, farm famil- 
ies are gathered at the table for the 
big middav meal. 

3. Early evening: The pattern of 
list(Miing is roughly similar to that of 
the noon h()ur among farm fandlics 
between about r>:30 and 6:30 p.m. 
Connnercials wliich are intended to 
sell an entire family grouji have a good 
chance of hilling the target at ibis 
time. 

I. Other times: During the da\, 
when the farmer is bus\ on his job, 
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"Traveling public a<ldrcss *y>li*ni \»:is provi<l('tl by KCliMO, Knnsa> Hull was a real pri/.o ; wa« worlli owr SI, 000, l{ig;hl, aliove: (i<>\('r- 

Cily, al local farm o\eiil, with station's farm director. Jack Jackson, nor Sigurd An<l<'r.»on of South Dakota praix's KSOO, Sioiix FalK. 

serving as annoiinc<'r (left, above). Typical eiicoiiragenienl of good fur work in staging a stat<'wi<le nieciianiral corn-picking contest, 

farming practices is award by New Orleans' WWL (center, above) and for station's stressing of farm ^af<'ty in its broadcasts. KSOO 

of registered wliit<' face bull to 4-II elub member Leslie Hicham Jr. Farm Service Director Stangland is seen on (iov. An<l<'rson's left 



the kids are off to school, and the 
fanner's wife is running the home, a 
farm woman looks to her radio for en- 
tertainment and useful advice. For the 
most part, she hstens to the same day- 
time radio fare as her cit) sisters. 

But. man) stations feel, achertisers 
are overlookiii"; a good het in not 
programing to her tastes. As WWL's 
farm service director. George Shan- 
non, pointed out to SPO^NSOR: ''General 
consumer products are bought mostlv 
hy the farm Mrs., and yet farm radio 
has only a small [)ortion of ad money 
spent for her benefit." 

Tho corroi-t iipprone/i: Most farm- 
area outlets are agreed that sellins 
consumer products to farmers on the 
air is a specialized art. But not all are 
agreed on one of the most important 
consideration? in any air campaign 
aimed at a fraction of the mass audi- 
ence — the correct method of commer- 
cial approach. 

I.,argel\. this boils down to a ques- 
tion of "should fanners be treated as 
fanners . . . or as ordinary peo|3le?" 

Many stations feel that the farmer 
should be a|)peale(l to — albeit with 
great care — as a mentber of a nnnorit) 
group. For example, here's how J. 
Ted Branson of station KFKQ, St. Jo- 
seph. Mo., phrased it: 

"In connection with general con- 



sumer product advertising aimed at 
farm lisleners, a common mistake is 
to de\'el()p only one t) pe of co[)y. It's 
our o[)inion that to sell the farm audi- 
ence properly, special farm aimounce- 
ments should be written for farm audi- 
ences. Primarily, farmers do not like 
the hard-selling t}pe of copy which 
will sell metrojiolitan audiences." 

Another typical believer in the tail- 
ored-to-farm-ears connnei cial is \ et- 
eran farm broadcaster Phil '\lam|)i of 
W^JZ. 'Sew York, whose Farm iSeivs 
show has been aired from the ABC 
llagsbi]) each morning for the past se\ - 



ti. (Correct aj.jjeal to Uirnier.s should 
he cnrejvlly slanted to rural ears, 
hut lieware oj city-dicher approach 



II. Ij ndicrlisers products hare a 
S])eci'il jann use, this should be made 
clear in consumer farm radio-Tl' copy 



en \ears. Stated WJZ's Phil Alampi: 
■'Consumer advertisers certainly 
have not utilized farm radio to their 
advantage. I'ersonally, 1 would slant 
the consumer copy to the farmer )jy 
|)ersonalizing the sales message. In 
other word*, if you want to sell coflee 
or cereal. \ou can certaiid) tie it in 
with the weather or with the day's 
work ahead for farmers. There are 
many personal ways in which this can 
be done, and from my ex|)erience 
farmers like tbi** approach. 

\t the same time, man\ of the larg- 
i Please turn to pas^e 50 1 



.1. tioid use of '''canned" commer- 
cials, live or transc rilied. in hroad- 
casting- let local air salesmen ad lib 

(S. Quality generally attraits more 
farmers than Joes a bargain price. 
Avoid carnin.l atmosphere in selling. 



'! pi Ml li V: Vn ;i' lllll U \: :<}\ ll'l !1 III 



Six iurm ciir lip.v to 

I. Basic trick in selling consumer 
goods to farmers lia radio is choice 
of time slot with farm audience 



CO II. VII liter vlU'tits 

t. Farmers seldojt) buy any ]>roducts 
on impulse basis. Commercials should 
be factual, and not attemj.t to "push" 
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"fjti'slork anil lucslorl, prixliicn 
a<iouiu tor more than hnlj the /arm 
itii oiin: in Ohio. If e'l r pnr< bused tune 
on If KFI) ior the past 5':; years to 
hmu'liasl prodiinion and inarheling 
injormatuin daily lo onr members and 
all other larmers in Ohio. The-\ listen 
and profit by it.''. . . K.xeriitne Secrr- 
t'iry Forrest G. ketner. Frodiuers Lire- 
storl; Fovperatire Association. 




"If RFl) has set red the Ohio Farmer 
better than any other radio station 
dnnnii the pa.\t .5'- years. Onr 60,000 
jtirm family mcmbirs listen to If RFD, 
.so onr advertising sebediiles have 
alu ays been very prodiii tive." F.yei ntive 
Seiretory John Sims. Ohio Farm 
Bureau. 




"If'llFD IS the only Ohio station that 
devotes its entire schedule to the larni 
jnniily. Most of onr 159,000 members 
listen to IVRFD regularly." . . . Ohio 
State Grange Master Byron Frederick. 




'Ohio fanneis hi r II HI D proi:rams. 
anil tlii'-\ li^h n. Onr .',1.00.1 menibets 
haie ninins nisisleil on ii Kl 11 i:eltuu 
the major portion ol onr advertising 
budge/, hri aiise If HFI) rcai lies 
more fanners lor less." . . . Manager 
Rli hnrd Kellogg, ( rntriil Ohio 
Breeding Assoi lation 




"II KFI) renders more valuable service 
to onr sixteen member groups of farmer 
husiness organizations than any other 
medium. I'restige and i)Oi)ularity 
result.". . . Sccietary If alter HliicF, 
Ohio ( ouncil of Farinei Cooperatives. 




''If RFl) has the most complete cover- 
age of local and central matkets. 
Fanners utilize and appreciate this kind 
of service which keeps them informed 
and helps make more profits each 
rear. . . . Secretary R. (). Smith, 
Independent IJveslock Marketing 
/tssociation. 



SELLS RURAL OHIO BEST 
AND AT LOWER COST! 

' OHIO'S VAST RURAL MARKET 



accounts for more retail sales than any 
metropolitan market! And, don't overlook the 
fact that in 1953 Ohio farmers will have 
more than a BILLION DOLLARS to spend from 
the sale of farm products! 

You cannot adequately cover the rich rural Ohio 
market without WRFD, Farmers depend upon 
and listen to WRFD for the best in farm 
features and programs plus well produced 
entertainment. Put your sales message on 
WRFD, and get deeper penetration in rural Ohio 
AT LOWER COST than is possible with any 
other advertising medium! 




OHIO'S RURAL RADIO STATION SELLS OHIO'S RURAL MARKET! 




WORTHINGTON, OHIO -PEOPLES BROADCASTING CORP. 




■B.-J 






Ftlirs, Sllt'vittl events: Don Doan, farm «lirorlor of WAHJ- 
Vdriaii, 'Mirli., iii«'rt« hi« junior larni faii> in person al ronnty fair. 
Dean often «erve> a> ni.e. at sneli events. Center, al)OVe: 4-H awar«l 
winner at W asliinjiton Jnnior IN)nltr> E\|)osition is eonj;ratulate<l 
li\ Iliek I'assace. farm direetor of K^'AK, ^'akiiiia. Wash. Ki$!lit, 



aLove: Farm Serviee Director Itill MaeDonald of Omaha's KFAI 
lakes pride in reporting to farm listeners via his "Down to Earth 
prtifirani the winners of awards at the l*J.'>2 Nebraska State Fair, 
The two .voun{isters standing before the l-II embh'm are Mill's eliil- " 
dren. .AIosl radio farm directors are veteran farmers and ranehers^ 
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F«riii rcfffio oiicl T^' 

3. station farm directors are key to top selling of 
agricultural products via farm-appeal air advertising 



■ lierc's one iinj)()rlaiit diflercnce lie- 
Iwccii soiling roiis^unicr pioducts and 
agi iciillural products to farmers w ith 
farm radio. 

Willi a consumer product, it s pri- 
ma iil\ a question la I of l)U\iiig a 
spot time slot or |)rograni \\lii< li is sure 
to liaxe a sizable farm audience, and 
1 1) I a nialter of slanting tlie copy 
just enoiigli. lujt not too nuicli--to\vard 
farmers. 

In iiafidliiig a pi()du<t which is an 
;ii(l to a larnicr in i iinning his business, 
liie aliove two rnlcs applv. i>iJt there's 
one more extra >'\v.i>: I he selliug should 
he linked a^ ( lose!) as possible to the 
air acti\ities of a local radio farm 
(lirecloi . 

I hese sp( ( ialisls in agric ultural 
hroa<l<asl ing are limited in ninnher in 
tlie I . >. \t latest <'oiint. tln'ies no 
more than about 2.")0 of them. Hut they 
tia\c earned for tliemsehcs over the 
\cars a unirpie kind of lo\alt\ uhiili 
farm station-, and llie farm dire^iors 
tlicmseK e^. guard jealouslx. 

\ tspical l{f'l). as tlie\ lia\e called 



themseKes in recent )ears since the 
1. S. founding of the \ational Associa- 
tion of liadio Farm Directors, spends 
a bus) life, and only part of it behind 
a niicrophoiie. His ofT-lhe-air activi- 
ties are very likely to keep him bu-) 
10 or 12 bonis a day, six da) s a week 
in addition to what ma) be onl) an 
hour or so daiK on radio. 

To gel some idea of why the RFD 
is a iesj)ecte(l. well-liked, and vvell- 
kiiowii figure ill his territoi). an ad- 
vertiser need oiih glance al a s^et of 
figure^ |)rovided to Si'ON'SOl! b) a t) pi- 
ca) [>FI). Ja< k Jackson of Kansas Cit\'s 
KCMO. 

XccoKling to .lackson's {llar\. last 
year he spent 121 class traveling "in 
llie field"; <overed a tola) of 23.72.S 
miles; attended 91- farm meetings with 
total audiences of nearl) lOU.OOO; was 
the principal speaker at 63 of these 
meelinirs: \isited 16S farms: made 39 
remote broadcasts: made six special 
broadcast* for AI5C network: spoke to 
do/ens of retailers and dealers; and 
acti\(d\ assisted some 35 organizefl 



groups in various community and ci\ ic 
|>rojects. The majority of this was 
done in what might ttclniieally be 
called bis ''sj^are time." 

It s little wonder therefore that farm- 
appeal stations almost invariabl) cite 
as their chief recommendation to 
farm-product advertisers : 

'T>u\ the services of a good radio 
farm director.'" 

W hile this approach practically guar- 
antees success — station files are filled 
with results stories on their RFD's — 
there are. however, some useful extra 
pointers which stations feel agricultural 
advertisers ought to know. 

ChnasUifi the rif/fil vohicU': Here's 
w hat Rill Martin, \ .p. of "Ranch & 
Farm liadio" stations KAIMJ (Grand 
Island, \eb.) and K\\\ (Colby. 
Kan.) had to sa) to agricultural-prod- 
uct ad\crti-ers regarding the choice of 
air slots: 

"Be sure the stations )oii select are 
really farm-appeal stations. Don't lr\ 
to cover tiie farm markets in the Cen- 
tral and Western areas by using onl\ 
nietrop<dilan s'.ations. ('heck llie sta- 
liiHi program scliediile earefulh m se- 
lecting time. Be sure lhal )onr farm 
pi'figram or amumiiceinent is in a block 
of farm programs. Isolaled farm pro- 
grams flo not have the same ini|)act 
as a farm bbn-k. 

" \nd. be sure that the station select- 
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Erf Sliisarczvk (in larlaii juckol, lioKliii^ iniko) Ijr<);ulc;i>l5. <i bloii- 
i)y-blovv «l«'-<Ti|ilioii «»f ;i lonil loj; s<i\viii<; coiilcsl lo farm audionco- 
jf \^'1I5X, Ulit-a, i\. ^. (left. al>ove). Saii<l> Saunders, farm <lire<'- 
or «if Oklahoma Citv's WKY and WKY-TV (second from lefl), 
listens in on talk of l>vo farm exiierls al farm imiiroveinent event, 

li; , Ill:' . ' ', I 'I ' J I ; ,1 ' ' I ' " I I' r I II ' ' 



reportinfj later to andienees on his '"Oklahoma Farmer" show 
(ernter, ahove). Hi$:ht, ahove: WIBVi , Topeka, Kan., eovered hig 
■'Halaneed Farm Day'' event uhieli drew Kansas farmers from all 
parts of ihe state. Farm stations invariahly eover plowing niatehes. 
oorn hiiskins; eontests, I'SIJA Field Days, soil conservation events 

.1 'I I' I', ] ,1 ' ,1 I I, llll 1 ' , I II 



ed includes a complete farm service 
schedule, that is: complete markets, 
weather, farm news, and farm service 
programs. Be sure that the station can 
furnish you with a good farm announc- 
er or farm director. The job of sell- 
ing your farm product should he done 
by a man who is respe'cted by the 
farmers." 

Similar advice was offered to farm- 
product advertisers by Clifton "Click" 
Westin Jr.. promotion manager of 
Omaha's WOW. He wrote: 

'"An agricultural product advertiser 
can make best use of farm radio ad- 
vertising b) sponsorship of a full pro- 
gram or segment of a longer program, 
such as five minutes of weather or the 
first 15 minutes of a half-hour show. 
Thus, his product and the highly re- 
spected farm service director are iden- 
tified together." 

fJoic to ii.si» nil KFD show: To get 

the most value frt)ni a show featuring 
a radio farm director, stations feel, 
advertisers will have to start off b) 
swallowing a bit of advice which may 
not be too easy to take. However, most 
farm stations feel, it will ultimateK 
work to the advertiser's advantage. 

Siniplj, it's this. In most "'generaF 
radio campaigns, the advertiser fre- 
quently knows more about selling to 
his audience than does the performer. 
Ill the specialized fiehl of farm radio. 



it s just the other wa) around. The 
advertiser — and his agency — aren't al- 
wa}s right. 

Without exception, the nearly 200 
stations surveyed by SPOi\soK recom- 
mended that the radio farm director 
be given carte blanche by admen. Here 
are some of these station comments: 

• From P'rank F. Atwood, farm 
program director of Hartford's WTIC: 

"W^e prefer live to transcribed ma- 
terial, and we like variety in the copy 
so that the farm director is not using 
the same phrases every time. W^ith 
most WTIC accounts the farm director 

mw "! !' 'Jii"i 11^ i"i r< ''I r ."V: i'^' ' ■< 



has liberty to rewrite the material in 
his own words or ad lib around a pre- 
pared script. The exception to thi? rule 
is prt)prietar} medicine copy, which 
is read verbatim. 

"With strictly farm items, we like to 
personalize the approach with frequent 
mention of the names of the dealers 
or (|uotations from them. It's impor- 
tant to avoid su<'h errors as talking 
about profits from the sale of eggs on 
the same day that the egg price has 
gone down two or three cents a dozen. 
The farm director can watch for such 
(Please turn to page 52) 
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Six tips to fttrm-proiluct ttir itilvertisers 



I , Buy shows which leatirre a radio 
farm director. These experts hare 
loyal iollowings. understand farmers 



2. Faiin-prodvct commercials are 
more effective if ad lihbed by farm 
director from the sj)onsor's outline 



!t. Farmers art businessmen. If your 
product boosts farm jtrofits, stick to 
well-])roied facts and testimonials 



I. Don't expect "next morning" .•tales 
from farm shows. Farmers will test 
a product, buy more if they like it 



Jj. Mention local dealer names on 
the air. This personalizes selling, 
pares way for dealer demonstrations 



ii. Farmers arc more interested in 
"quality" than "price," so avoid any 
bargain-basement theme in selling 
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4. American farm radio and vid 
talk the farmer's language, 
entertain and advise audiences 

1^ he average big-city adinan — who 
spends his working days behind a desk 
in a skyscraper office — knows farm ra- 
dio only as a set of radio call letters 
in a tiniebuyer's station list. 

Few of these adinen ever get the 
chance lo tour the country, and ob- 
serve for themselves jusl what farm ra- 
dio in the U. S. looks like in closeup or 
in live action. For these advertisers 
and agencynien, SPONSOR, therefore, 
presents a round-up of capsule news 
and views of farm radio, as reported in 
sponsor's nationwide survey of air out- 
lets currently beaming programs to 
rural ears. 

Here, llien, is a capsule cross-section 
of what's going on today in the field 
of farm radio, as outlined by several 
leatling farm-area stations: 

W'LS. €hivafio: The big Prairie Farm- 
ei station is a legend in farm broad- 
casting circles. Its famed National ■ 
Ham Dance, which has been witnessed 
by well over 1,000,000 visitors to Chi- 
cago, has been aired since 1932 and 
still has many of the original sponsors, 
like Murphy Products Co. (feeds) and 
Keystone Steel & Wire Co. (fencing). 
W^LS, which has launched many of the 
biggest names in folk music — Gene 
Aulry is one — and rural entertainment, 
has a devoted farm listening audience 

'iiiiiiiiiiiiir iiii^ <i:'' ■ ' .!i iiiiniiMiiii j^ii iiriiiiiiiiiiniiiiiiiiiiiiiniiiiiiiiiniiiiiB 
Farm radio in the studio 

\Atc:i\ farm diroctors Ifriiig agriciil- 
!iir:il «"Xi>orI>, rural iforsonalilios, and 
ic IcadcTs to ilieir >tiiflio micro- 
plidiio, and often >Iago radio roiind- 
Iiiide disciis>ioiis. Al lofi, four well- 
kii<)>tii farm directors at Mork. Top 
to liottoin, tliey iiiclii(ie: WOW, 
Oiiiaha's Mai llaiix'ii, new proideiit 
of llie Kadio Farm Directors Asso- 
ciation : AI itniior, farm director of 
KI'OJ, I'ortlaiid, Ore., Mip(;r\ising 
farm fornni; Hay l{od|;ers, farm di- 
rector of Sacramento's KFBK; and 
\% <riS, (!Iiicaf;o"s Norman Kracft, 
farm service director (extreme right) 
disciivsiuK air tactic* with station and 
sponsor oflicials of the Oliver Co. 
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throughout the Midwest from which it 
pulls upwards of a million pieces of 
mail each year. 

The secret of the Chicago sta- 
tion's success is really very simple, 
WLS executives feel. For years, WLS 
has beamed a daily farm service on its 
50 kw. clear channel which has in- 
cluded: Farm Bulletin Board, Farm 
World Today, Dinner Bell Time, This 
Fanning Business, Prairie Farmer Air 
Edition, reports from the Board of 
Trade, remote shows from Chicago's 
Union Stock Yards, weather reports, 
and special farm news. At other times, 
it airs remote shows from major agri- 
cultural events in its territory and 
brings to its microphones many lead- 
ing agricultural guest speakers. All 
this, of course, adds up to more than 
a quarter century of farm radio serv- 
ice, and has brought corresponding re- 
wards of both listenership and spon- 
sorship to WLS. 



IViVAX, Vatiktott, S. O.: Station 
Manager Robert R. Tincher reported : 
"The WNAX farm service department 
produces 53 farm programs every 
week, accounting for about 15 broad- 
cast hours. These programs feature 
WNAX farm experts and are. in real- 
ity, 'trade programs,' helping the farm- 
er to more productive, more economi- 
cal operation." 

Added Tincher: "These shows are 
largely sponsored by advertisers with 
a product or service used in the busi- 
ness of farming or ranching, and we're 
nearly 100% sold out. 

"Other WNAX-produced programs 
are specifically designed for farm and 
rural non-farm audiences. The many 
live talent shows and our personality 
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Farm rnrlio iit the field 

With the aid of mobile units, remote 
shows, tape and wire recorders, local 
farm radio broadcasters are constant- 
ly touring their territory, making on- 
ihe-spot interviews. At right, a qnar- 
tet of radio farm directors brin"; their 
mikes directly to the scene of farm 
news. Top to bottom : George Shan- 
non of New Orleans' WWL talks to 
satisfied eiistonier of his .sponsor. 
U.S.S. American Fence; Barney Ar- 
nold of Lonis\ille's WHAS chats with 
farmer; Harm Harney of Omaha's 
KFAB interviews seed corn expert; 
Merrill Langfitt of KMA, Shenan- 
doah, Iowa, tapes a fricndiv discns- 
sion with two of his radio listeners. 
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Fftrtu radio fiiirf TV 

4. Scope of farm radio 

[•rf~ciil;ili()!is ;irt* jjptucd to (an;! coni- 
i; ) ;i liu<ie' riiriil audience. W e re- 
(cixc more than a (|iiartei'-million 
pieces of W \ W listener mail earli 
\e£ir. and it s |)redominantl\ rural. Oui' 
studies sliow that rural audieuees sjjoit 
if.ore houis ea(di da\ with their radios 
and are more loyal to stations ami sta- 
tion personalities than the metrojjoli- 
tan listener. 

" I odav s farmer is a |jros]jective 
customer for almost e\er) |jri)ducl and 
service. He le.-jjouds to the medium 
that tailors its j)r()^ramin<r to hi? 
needs. ' 

WinC. fii(fi(iii(ij)»li.s. Iiul.; Dix Har- 
per, farm service director of this 50 
k\\. Hoo.-ier-state station, wrote si'on- 
SOH that \\IP>(] is currently airing a 
solid hlock of farm-aj)]ieal jjrofirams 
in the earl) -morning; hours of to 
7.00 a.m. I his hlock includes ever\ - 
thing from weather and news to market 
rejjoi is. farm interviews, religious 
stories, and a farm joh exchange 
service. 

I here is also a daih noontime farm 
newscast, and a weekly (Saturday) re- 
view of local cro|) conditions, food tips, 
and farm market information. 

Added Dix Harj)er: 

sj)ons(jrs the state and na- 
tional meelianiial corn |)icking con- 
tests. This is not oid\ a listener jiro- 
inotion hut also serves to interest fann- 
|)roduet advertisers in what radio can 
do. 'I his \ear. 102 comj)anies exhih- 
iled at our state and national <-ont(»sts 
and an estimated o5.000 ])eoi)le came 
out to see the event." 

M IK.V. I'(2r«. v.: -'Our main farm 
hroadcast lineup is a two-hour jiro- 
gram. .i:()') to 7:00 a.m.." Va\ Slusar- 
cz\k, \\ll?\ fattn director, wiote r:;- 
cently. "It Ixigins with a (•omj)lete \ew 
ork State weather round-up to which 
we add national and local news. Then, 
a half-hour jx-riod of nmsic with a 
lew ( onnnettis ahout weather, lime. etc. 
|)'i!s. of course, the i onuncrcials. 

■\l r>:].i a.nt. we give a local mar- 
l-el re|)orl hroadra-i dired from the 
('eitlial \ew ^ ork liegional Market in 
I lica. litis i^ ;i fruit, vegetahle. and 
poultry icpoit. |)lus sjK'cial rcj)orts 
liont locid li\e>toi k exc hanges. With a 



little more music added, and some com- 
mercials again, it hrings us close to 
(}■.{)() a.m. when we give a road rejjort 
from state police and transjjort com- 
jjanies. 

"At 6:00 a.m. wc ha\e a Mystery 
McIoJy Time. C,c[ this — at 6:00 a.m.! 
Many of our new advertisers find it 
hard to heliexe \c)u get much of an 
imjjaet at 6:00 a.m.. hut we have had 
as high as oo telephone calls trying to 
identify our ni\ster\ melod\ . Winners 
get two tickets to a local theatre, and 
two tickets to thc> most j)C)j)ular scjuare 
dance in the area. 

"Between 6:03 a.m. and ():3() a.m., 
we ha\e interviews with farmers, agri- 
cultural leaders, eie. At 6:30 a.m. we 
ha\e 10 minutes of local news, fol- 
lowed hy music, rural social events, 
?nd. hless eni. more conunercials." 

KIIWJ - K'XAX. firumi Istaiut. 
\i'h., Colhfi. Kuii.: These two 

stations operate under the name of 
"Ifanch & Farm Haclio." since each 
serves an area l)usil) engaged in one 
or the other of these pursuits. 

Don Searle. president of the two out- 
lets, informed sponscjr that the sta- 
tions, which are specialists in farm ra- 
dio. bloek-jjrogrEui the earl\ morning 
hours (sign-on to <):30 a.m. I and the 
noon hours I 11:30 a.m. to 1:30 ]).m. I 
to cover e\er\ |)hase of market infor- 
mation, news, cro]) c'ata. livestock news, 
and the like. 

Proving the jjoinl that farmers and 
ranchers tune to their favorite farm 
outlets for information that will im- 
prove their outdoor husine-ses. KMM.I- 
K\\\ now |)l?n a n3w jjrogram en- 
titled Htincli & Farm Profit Series. 
Fifteen j)rc)grams will he aired in the 
sei ies. which w ill feature some 40 care- 
lull) choscMi authorities in ranching 
and farming. So higliK regarded \^ 
the series h) the station, which feels it 
will he "one iT the most helpful pro- 
gi am services ever o,*Terecl a rural audi- 
ence." that regulai- commercial jtro- 
grajiis in the I :30 to 2:00 jj.m. slot 
V ill he cat!c-e!led through 1 March 
lO.")'? to ait the show. 

WKI'U. WorlhUisHun. Ohht: "A>, the 
c^all letters would itnpl). W'KFD has 
clexoted its c>niire hroadcast schedule 
to serving farm listc^iers sitirc^ the sta- 
lioti was started in 1017. ' reported J. 
I), liraclshaw, tnatiager. Ittdeed. ativ 
average hioaclcast chi) on this cetitral- 
Ohio station show.s a \irluall\ solid 



lineu|) of farm jirogranis. starting with 
the General Store show from 6:00 to 
7:00 a.m. and continuing right through 
to the evening weather and news sum- 
maries around 6:00 p.m. 

Ineidentall) . \\ TiFD's studios them- 
selves are in a handsome rural radio 
center oti Route 23. Delaware County. 
Situated in the center of a 2()0-aere 
model farm is the onl) identifying clue 
which rexeals that the building is a 
broadcasting center instead o{ a \nos- 
perous farmhcjuse: the high AM tower. 
When WRFD staffers moved into their 
new cjuarters in March 10.32. well over 
lo.OOO Ohioatis drove out to an open 
house at the studios. 

BxSOO. Sioii.v Falls. S. D.: Since 
rural listeners, b) the station's esti- 
mate, comprise over of its regu- 
lar audience, KSOO naturally aims a 
great deal of |)rograming toward rural- 
iles. As E. "Ked " Stanglund. farm 
service director, describes it: 

"We dex'ote a}jprc)ximately three 
hcjurs dail) to farm {)rc)graming, includ- 
ing nmsic, markets, weather, news, 
and general farm information. The 
farm director has direct control over 
farm jirograms, atid lends advice with 
res|ject to music, news content, and so 
on. I travel extensivel) through our 
listening area iji search of program ma- 
terial. 1 also cotitaet agricultural lead- 
ers and orgattizations in order to help 
them, on the air. with their activities." 

H IBM'. Topckd. Kuii.: An interest- 
ing sntnmary of the air philo.soj)h) of 
a big farm station was gi\en to SPON- 
SOH b) Wes Se) ler. WlBW's farm serv- 
ice director. He stated: 

"Here at \VH>W , we endeavor to at- 
tend e\ery farm function in the area, 
if it s |jh)sieall\ jjossible. Von might 
lie snr])rised at some of the affairs to 
which we are ituited. and it follows 
that you ean t co\er them all. 

"For the ])ast se\en or eight )cars 
we ha\c\ through the Katisas State I-ll 
heachjnarters. awarded plaijues to the 
six outstanding 4-H clubs of Kansas. 
These clubs are. of course. ])i< ked b\ 
the state headcjuarters. The award 
jjarties lia\e taketi the form of ban- 
quets and the like. Iti addition, we 
award S700 in scholarshi|)s atmually to 
the colleges of their choice to the onl- 
staitclitig i-ll boy and girl. 

" I hese two small gestures — along 
with our regtdar farm programing and 
sutdi s|K'cial excnts as our 'Baiaticed 
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Fanning l)a\," which drew 10,000 peo- 
ple last year — creates a relationship 
between WIHW and the farm folks 
and myself beyonfl an) thing you can 



fCiirtif Hatlio \i'iii'orh, Ithttvst, 

1%. v.: This upstate \e\\ York and 
Penns)lvania FM network of 13 sta- 
tions (five basic, seven full-time affili- 
ates, plus Cornell U.'s radio station) 
oilers, in addition to the to pical news, 
market reports, and other services of 
farm stations, a good deal of high- 
brow musical entertainment. This 
comes mostly from \^'QXR, New York 
City, which feeds the network during 
the non-farni-service |)eriods. 

It may be a surprise to many big- 
city tiniel)U) ers, who think that farm 
and rural audiences dial only the musi- 
cal talents of \\o\ AcuiT ami Gene 
Autr) on their radios, hut RRN's lis- 
teners like its classical and semi-classi- 
cal fare. As many as 1,000 a month 
write the network, often calling it an 
"oasis in the present desert of radio- 
TV entertainment." RR^y. incidental- 
ly, was organized by. and is directed 
by, 10 leading farm organizations, 
from the Poultry Council to the Dair) - 



men's League. 



tVi»IT, Cvtlur Stupids. Iowa: This 
big farm-area station is in the heart of 
one of the richest agricultural areas in 
the world. WMT figures that two- 
thirds of its audience is composed of 
rural families, and that the remainder 
is directl) or indirectly connected with, 
or dependent upon, agriculture. 

Accordingly. WMT feels "a major 
(Please turn to page 56 I 



Fttrtn ruilio eutcrtaius 

Tliere's niiicli more to farm radio 
lhaii llie airing of weallior reports, 
niarkd news, and crop advice. IMosl 
farm stations beam entertainment 
sliOMs al rnra! audiences, typified l»v 
the pieUires at ri^hl. Top to bottom: 
the "Kansas Ronncl-np" show of 
WIBW, Topeka; WKFD Women's 
Sen ice Director Mary Lon I'feifTer 
visits Ohio farm women in their 
homes, records iiileriiews for her two 
daily women's appeal shows, "Kitch- 
en Kellle" and "Vciur Home"; 
Tliom]>son Iloltz of KFaH, Omaha, 
eoniluels spelling bee show; Ilank 
Thompson stars on rnral-appoal 
"Light Crust Dongliboy.s" show on 
24-slation hooknp in sonlhwesl U.S. 
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ARTHVi: GODFREY couldn't appear in the latest ranking 

of radio stam-he ivas Imay ivith another air commitment, 
/lying helicopters in the Naval Reserve. He regularly 

captures 2 or 3, sometimes i, of Nielsen s top 29 places. 




Guiding Light; Jone Allison 




Idgat Bergen Charlie McCarthy 




Ouf Gal Sunday Vivian Smoten 






Romance ol Helen Tient lulie Stevens 





Lui Radio Theatre Irving Cummings 




li Y Philnaimonic Symphony. Dimitri Mitropoulos Symphonetle. Mishel Piastto 



Stars Over Hollywood: Wiltiam Lundigan (Oct. 2S) 



\ 

Fun For All: Arlene Francis & Bill Cullen 







Jot Miss Brooks E»eArderi 



PeoDle are Funny. Art Linklelier 



'Club 15": Bob Crosby 



Ma Perkins Virginia Payne 




Aunt Jenny. Agnes Young 




riisatre ot Today: Patsy Campbell lOct. 25) 




Perry Mason: John Larkin 




toung Dr Maione Sandy Beckei 




Ttiis Is Nora Drake Joan TompKins 



CBS Radio again delivers 21 of radio's 29 most popular 
programs (even with Godrey off flying in the Naval Reserve.)' 
These star attractions give CBS Radio advertisers 
the biggest average audiences in network radio 

at the lowest cost'per-thousand rate in all advertising. 

*According to the latest Nielsen Radio Index summary of the biggest nighttime, weekday, and weekend audiences, Oct. 19-25. 

THE CBS RADIO NETWORK 

Where Your Customers Listen Most 



One will get you twenty thousand in 



Big Aggie Land 



WNAX's $3.5 Billion Countrypolitan Market 



YOLH CLASS A CHAINBREAK on W^AX reaches a potential aiulienee of 
20,000 radio homes for $1. The potential approaches actuality hecaiise WNAX 
i- heard 3 to 7 time- a week in 80'^ of Big Aggie Land's homes. 

One of the reasons for such acceptance is the Farm Service Dept. It airs 53 pro- 
grams every week; its j)ersonnel tra\el 50,000 miles annually, reporting on all 
activities of interest to farm listeners. Its F^irnistead Improvement Program caused 
"face-lifting" throughout Big Aggie Land — and earned the apj)roval of just ahout 
cver)'l)od) . 

ONE OF THE world's richest agricultural areas, Big Aggie Land is 267 counties 
in Minnesota, the Dakotas Nebraska and Iowa — a million radio families with at 
lea>t two things in common: money to .-penil (^31^ 
hillion annual retail pur(^liases) ; and the hahit of 
listening to WNAX (which averages more than 3 
times the share-of-audience of any competing station) . 

As a market, Big Aggie Land is sur]»assed only hy 
metropolitan NYC and Chicago. One >tation— and 
only one — delivers these country politan riches — solid 
ly. That's WNAX. where you belong for economical 
selling. For prooL check with our national reps, the 
Katz AgcncN . 



AX-570 



TANKTON-SIOUX CITY 
k CBS Radio 570 KC 5000 WATTS 
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I4G sitUiotts with speeittlizeil profi r<fiiiiii<| lor I'urmers 



Well over 1 ,000 stations air farm radio and TV programs, but these 146 outlets have farm directors 
v/ho are members of the Nat'l Association of Radio Farm Directors 



WSGN, Birmingham, Ala. 
KWTO, Springfield, Mo. 
KMBC, Kansas City. Mo. 
WTAD, QnincY, III. 
KTFI, Twin Falls, Idaho 
WMRC, Greenville, S. C. 
WHO, Des Moines. Iowa 
WTTH, Port llnron. Mich. 
WRGB, Schenectady, Y. 
WNAX, Yankton, S. D. 
KVOO, Tulsa, Okla. 
WOWO,f/. IVayne, Ind. 
WBAP, Fort Worth. Tex. 
KRES, St. Joseph. Mo. 
y/HAS\, Rochester, N. Y. 
WCCO, Minneapolis, Minn. 
Rural Radio Net, Ithaai, N.Y. 
WOW, Omaha, Neh. 
WIBC, Indianapolis, Ind. 
WSVA, Ilarrisonbnrg, Va. 
V/KAR, East Lansing, Mich. 
KLRA, Little Rock, Ark. 
WSLS, Roanoke, Va. 
WIPC, Lake Wales, F la. 
y/KOy/, Madison, Wise. 
WGAN, Portland, Me. 
KCMO, Karfsas City, Mo. 
WPTF, Raleigh, N. C. 
CFPL, Loudon, Canada 
WSBT, South Bend, Ind. 
WFIL, Philadelphia, Pa. 
KXLY, Spokane, Wash. 
KSTP, 5/. Paul. Minn. 
KCBQ, San Diego, Cal. 
KMMJ, Graml Island, Neb. 
WGN, Chicago, III. 
KMA, Shenandoah, lona 
KHQ, Spokane, Wash. 
WLVA, Lynchburg, Va. 
KFAB, Lincoln. Neb. 
KMOX, St. Louis, Mo. 
WFBM, Indianapolis, Ind. 
WILL, Champaign. III. 
KDKA, Pittsburgh. Pa. 
KXXX, Colby, Ran. 
KDTH, Dubuque. Iowa 
WBZ, Boston, Mass. 
WLS, Chicago. III. 



Houston, Tex. 
Denver, Colo. 
Winter loo, Iowa 
Nashville, Tenii. 
Arduiore, Okla. 
Detroit. Mich. 
San Antonio, Tex. 
Cincinnati, Ohio 
Chicago, III. 
Seattle. Wash. 
Hammond , Ind. 
Salt Lake City, Utah 
Yakima, Wash. 
Worthiugton, Ohio 
WHAS, Louisville, Ky. 
WDVA, Danville, Va'. 



KPRC, 

KLZ, 

KXEL, 

WSM, 

KVSO, 

WWJ 

WOAI, 

WLW, 

NBC, 

KJR, 

WJOB, 

KSL, 

KYAK, 

WRFD, 



KVOS, 
KSJB, 
WEOK, 
KFBK, 
KTRH, 
WKJG, 
KPIX, 
KNX, 
WKY, 
KNBC, 
KFEQ, 
WIBW, 
WWL, 
WIBX, 



Bellingham, fVosh. 
Jamestown, N. I). 
Poughkeepsie, N. Y. 
Sacramento, Cal. 
Houston. Tex. 
Ft. Wayne. Ind. 
San Francisco, Cal. 
HoUrwood, Cal. 
Oklah oma City. Okla. 
San Francisco, Cal. 
St. Joseph, Mo. 
Topeka, Kau. 
New Orleans. La. 
Vtica, N. Y. 
WGAR, Cleveland. Ohio 
WCMB, Lemoyne, Pa. 
KSOO, Sionx Falls. S. D. 
WSBA, York. Pa. 
KFEL, Ih viver. Colo. 
KPQ, Weuatchee. Wash. 
KWKH, Shreveport, La. 
WFTM, Maysville. Ky. 
KOKX, Keokuk, lo iva 
WBUT, Bntler, Pa. 
WGY, Schenectady, N. Y. 
KWTX, W a CO. T ex. 
WJTN, Jame.stowu. N. Y. 
WEEN, Buffalo. N. Y. 
y/y/y A, Wheeling, W. Va. 



WHA, ]ladi 



I son. 



W 



rsc. 



WVOT, Wilson. N. C. 
KUOM, St. Paul. Minn. 
WMT, Cedar Rapids. loiva 



WBNS, Columbus. Ohm 
WHKC, Columbus, Ohio 
KERG, Eugene, Ore. 
KMMO, Marshall, Mo. 
WSAZ, Huntington. W. Va. 
CJBQ, Trenton, Out., Canada 
CBC, Trentou, Out.. Cana/la 
WlOU, Kokouio, Ind. 
y/CAl), Philadelphia, Pa. 
KONO, San Antonio, Tex. 
WJPS, Eransville, Ind. 
WTMJ, Milwaukee, Wise. 
KOA, /; enrer, Colo. 
WBTM, Danville. Va. 
WHIO, Dayton, Ohio 
KXOK, St.' Louis, Mo. 
KTBS, Shreveport, La. 
WBCM, Bay City, Mich. 



WEEI, 
KTBB, 
WJR, 
WJZ, 
KGLO, 
WTIC, 
KPOJ, 
WOl, 
WOR, 



Boston, Mass. 
Tyler, Tex. 
Detroit, Mich. 
New York, N. Y. 
Mason City, Iowa 
Hartford, Conn. 
Portland, Ore. 



WMBD, Peorui, 



Ames, lona 
New York, N .Y . 
Peoria, III. 
KSOX, Hurl ingen, Tex. 
KROC, Rochester. Minn. 
CFRB, Toronto. Out., Canada 
WDAY, Fargo, N. D. 
KARK, Little Rock, Ark. 
yf^^hA, Chicago, III. 
WHFB, Benton Harbor, Mich. 
WKZO, Kalamazoo, Mich. 
KORG, Cedar Rapids. loua 
WCON, Atlanta. Ga. 
WRBC, Jackson, Miss. 
WFAA, Dalla.^, Tex. 
KFYO, Lubbock. Tex. 
WAVU, Albertsville, Ala. 
y/Ey/0, Laurinburg, N. C. 
WABJ, Adrian, Mich. 
WSJS, Winston Salem, N. C. 
WCYB, Bristol. Va. 
KOTV, Tul.m. Okla. 
KOAC, Corvallis, Ore. 
KFRE, Fresno, Cal. 
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Eight farm radio success stories 



32 udvertiser tind «f/<*iioi/ 
members of the X/XitFif 

(, roil ill i. ninnhcr nj Icndins. sponsors, 
u^' ih . os-oi lalioiis. dr.. s/ioic high 
riiK ' v m janti air di relopriwnls. 

ISritce B. ttrewer \tli\. 

Miiinrapolis, Minn. 

\tttreuu lIUIs. 

MiririC(ij>olis. Minn. 

ISrvwtt ISros. Adv.. 

Si. l.nitis. Mo. 

Mvw Itlcu Furttt ffsf/tiip. Co.. 

(.ohhcaler, Ohio 
('hir(ipi>. III. 

VuttliVtn Vfaiiii Sott. 

\ru- York. .V. }'. 

A«!tl* Co.. 

C.hiragn. III. 

Ledorl e La (>«»*«< or it».v. 

Kan.sas ('ily. Mo. 

QtiuUer Ottts Co.. 

C.hira^o. 111. 

Thurston Chemicul Co.. 

Jojtliii, Mo. 

Uaihicsoii Cbetttical Co.. 

I.iulr Rock. .irk. 

Swift A. Co., 

Chiroiio, III. 

Kvrt (iittius Adv.. 

Milu unhee. W isr. 

fturdnev Adv., 

Si. Louis, \!o. 

Rdlstott Purina Co., 

Si. Loins. \lo. 

Oscar .^Eativr A- Co., 

.Madison, Wise. 

McKim Adv. Ltd., 

Toronto. Oiil., (Canada 

\Uis-Chnlniers ^ISij. Co.. 

Miliioirkpc, W'isf. 

MFA \dv., 

(.ol II in bin. Mo. 

Vol*/ Ass'n of yiarti. }lfrs., 

Il' n.sli.. I). (.. 

Voifii;; A Kultivattt Adv., 

\cw York. \. Y. 

Armour LivestnrU Rnrvau, 

Cliira.so, III. 

rorh A Pollard Co., 

IhitJnIo, A . ) . 

Lthtil Corp., 

\ru- York. .\. ) . 

Vide Chemical Co., 

\r,r York. \. Y. 

Lihhfi-Owens-I'ord (ilass Co.. 

Toledo. Ohio 

I nioM {'orhide A. Carhott, 

\cl< ) oil.. \, Y. 

f»jiff Oil <'ori>., 

I'i7lsl)iiri/h. I'd 

(irovvrti Mfrs. of Attterivu, 

\ I'll ) or I. . \. ] . 

Ittn'rivaii Pt'tritlvuttt Co., 

\ri, York. \ . } . 

B'j. II. ISrtnrii \dv., 

(■hiriini>. HI. 



Building Materials 

Sinilli Dodson Co. started to spoiisoi 
Allan James, pianist and ad lib artist, 
an his 5: IS [p.m.) Local program in 
March 1952. At the end of the first 
month, the (■om])any had doubled its 
Inrsiness: after the second month, busi- 
ness had practically tripled. Smith 
Dodson was forced to cancel the spon- 
sorship, since the company's facilities 
and manpower weren't able to handle 
any more business. As the sponsor 
told the station: "You just sold your- 
selves out of business, nentlenien." 

Prop: 5:15 Local, W'HM), Coliiiiilui*. O. 



Feed Supplement 

Myzoii, Inc., makers of hof^ and poul- 
try feed supplement, started to adver- 
tise on a lP(r.\ jann jyrogram in Octo- 
ber 1950 to introduce a neir product. 
The company was then doing a S3,()0()- 
a-mon!h business. Af'.er six months of 
advertising on IFG.\ only. Myzori was 
able to expand to other markets. Now, 
slightly more than two years later, the 
business has grown to a 000.000 
annual operation. It has utilized farm 
radio almost exclusively, still i>itches 
its products via farm shows on WCiS. 

I'rog: Farm projiraiii, Vi'CN, (]hicag;o 



Gas Installations 

lAherty Gas Co. was in financial trou- 
ble because of lack of installation for 
use of their product. They had used 
all methods of advertising exceot radio. 
When they began to use IVSBT — three 
one-minute announcements a week be- 
tween 6:00 and a.m. their goal 
was to make 150 installations ])er year. 
At the end of the first radio year, they 
had made over 1,100 installations, 
nearly eight times their goal. They are 
noiv doing more business jier day than 
they formerly did in a whole week. 

I'ro-: Farm \<'h s, WS15T, Soiilli Ht iid. 



Flour 

nil.slniry Mill.s sponsors the Jack 
Until Show Monday through Friday at 
II :-15 a.m. on KT.AH. To ])ull attend- 
ance for .lack Hunt's a})])earance at the 
1952 Xebrask.a State Fair and to es- 
tablish ideuUfication of Hunt with 
Pillsbiiry Flour, they jiromoted the 
event on the shoic for three weeks. Leo 
Burnett, the Fillsbury agency, made a 
survey among the 100.000 [air-goers. 
Results shoiv V>r>' t knew of .lack Hunt 
and 55' r correctly identified his sj)on- 
sor. Cost of the show: S.'520 jier week. 




Indiana farmers Miiluiil Insiiratice 
Co., in January 1952. started to spon- 
sor a five-minute (0:55 to 7:00 a.m.) 
farm commentary ])rogram three times 
a week, featuring JT'IBC Farm Editor 
Uix Harper. In February, having de- 
velo])ed a new theft insurance coverage, 
they announced it on the program. 
Within three weeks, they had sold more 
than one-hall million dollars worth of 
this new coverage alone. 7 his at a to- 
tal radio cost for the three weeks of 
bl55.70 (or .^ir.SO per program). 

F'rop: MiitiKilly Spenkiii^, WIBC, Ind'pU. 



Baler Twine 

Wilcox Hardivare Co. had never 
used radio before. As an experiment, 
they ran two announcements on a 
li ABJ noontime farm program plug- 
ging their twine for tying bales. With- 
in jour hours after the first $5.20 an- 
nouncement , they had sold .$765 worth: 
in three days, their entire stock worth 
$4,000 was gone. They attribute 75'^f 
of this business to the WABJ plugs, or 
S3.000 in soles from a $10.40 //;t'e5/- 
ment. After this Wilcox bought three 
segments a week on the Farm Hour. 

I'rop: f'nriJi Hour, WAMJ, Adrian, Mioli. 



Creamery 

Armour Creameries, on their 6:45 
to 7:00 a.m. Farm News program, ran 
a six-week ".\ame-the-Calf" contest to 
stimulate trajjic in their cream-buying 
stations. Desjnte the fact that the con- 
tent required considerable effort on the 
part of the entrants [each had to go to 
the nearest Armour buying station to 
get an entry blank), and that it was 
pointed directly at dairy farmers (first 
])rize was a Jersey Heifer calf; the 
others, dairy equipment ) . the sponsor 
was swamped with 29,535 entries. 

Prog: Farm AVic.f, \M1AS, I,oui>ville 



Home Insulation 

Montiiomery Ward & Co. retail 
store in Denver buys some 23 an- 
nouncements a week on KLZ to plug 
every type of merchandise they have. 
The KLZ ])itches })ull inquiries and 
sales from jarnis and ranches in iXe- 
braska. U yoming and Colorado. One 
item Ward's have been jntshing exclu- 
sively on the radio is blown -in home 
insulation. According to Ward's build- 
ing materials de])artment. sales on this 
item have soared 700'? higher than 
last year with the air hacking only. 



Prop;: Ja<h //iinl .S'/ioic, K!''AI{, Oiiialiii 



I'rop;: Aiiiioiiiicoiiifiils. KI>Z, !)cii\«'r 



Mid-America'2 

/ 1 \ / I I I I L» Thousands and thousands of Mid-America 

If % W 1X1 I farm homes welcome these two daily. They're 





farm homes welcome these two daily. They're 
Jack Jackson, KCMO's Agricultural Director, 
and Bruce Davies, Associate Agricultural Direc- 
tor. They're more than welcome because they 

bi 



Dring Mid-America farmers the kind 
tion that 




of informa- 

makes for profitable farming — local, 
regional and national farm news, trends 



inter 

pretations, and daily market 



and 
reports. Jack 



ruce handle this assignment with 
J touch that has helped make 
he most listened to station in 
small-town Mid-America! 
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OF TELEVISION DRAMAS EVER PRODUCED! 



YOUR STAR AND HOST IN 



IXE 



EACH MAGNIFICENT HALF-HOUR DRAMA A VIVID AND REWARDING EXPERIENCE 

IN TELEVISION ENTERTAINMENT! 





SfVONO BEllfFJ 






THRIlliNGiy NEW 

^0 mevisioN! 



FOR ^0U5 





'IS10N |*lfifeRAMS, INC. 
WEW ^0 y[, HOliyWOOD 



1. FARM MARKET 

\Conlimicd horn j>aa,e '2'U 

setd, 'x ieiitihc breeding, and use of 
antihidlii - and neu-l\]ie ferlilizers. the 
fai iiiei- i- not on!\ [irodiicinj: more hut 
incifa.'-iiig ihe \ield per acre and woik- 
iny. los. Result: more money, more 
tine, more comfort. I liis makes him 
a Letter <ustomer than ever. 

Is tliere money in good farming? 
Look al these net a\erage incomes lor 
I9r)\ from the Depailment of Agri- 
en h lire: 

."^hec]) ranches (Northern 

Plains I S20.I55 
Casli grain corn hell farms 11.529 
(iattle ranches ( Intermountain 

region) 13.656 
ilog-heef fattening corn helt 

farms . 11.1!!9 

W int<'r wheat-grain sorghum 

(."Southern Plain- i 9.53;] 
Spring wheaL-corn li\estoek 

(Xorthem Plains) . . 8.o40 

Average net income per farm 
??2.775. which compares faxorahh with 
net of eit\ dweller. 

Aclnallv the farmer is a two-iii-one 
mark<'t. I nlike the cit\ dweller or in- 
dustrial worker, he buys l)<ilh con- 
sumer good' and < apital goods, the 
latter to produce more food. As a bus- 
inessman he is therefore a superb lar- 
ge! for both ty|3es of adxertising — con- 
sumer and agricultural. I nlike agri- 
cultural advertisers, the consumer 
gooti advertisers have \et to take ad- 
vantage of thi> wealthy market in an\ 
appreciable numliers. ^ 

The Publishers Information Bureau, 
for example, lists onl) seven of the 
top 20 consumer goods advertisers as 
spending more than S2()().()()0 of their 
big ad budgets to reach farmers 
through farm publications 11951). 
Oiilv lour spent over S50().()()(): sex en. 
Ics!- (ban SIOO.OOO or nothing. Farm 
radio figures are una\allal)le. but are 
no doultt lower be<iuise of the year- 
long habit of con-umer goods adxerti^- 
iTS to go into farm publications if they 
approach the fainiei' at all. 

Ult-her: The faimer is ri<lier today. 
His assets have risen this \ear to SK)9 
billion from .bl54.3 billion in 1951. 
I Latest liureau of Agricultural Leo- 
iiomics estimate, whicii reached si'ON- 
solt al pre-- time: S|72 billion for 
1952.1 Of this. S29.6 billion is in the 
bank, in cui icn< \. or in bonds li(|uid 
assets ea-il\ axailable f<»r purchases, if 



the advertiser is shrewd enough. 

By year-end the farmer will have 
grossed S37.6 billion, of which $14. 2 
jjillion represents net cash income 
which he can spend on consumer good';. 
The gross compares with the $36. 7 
billion of last \ear and is the highest 
on record. In 1946 it was S28.9 bil- 
lion; in 1939, $10.4 billion; in 1932. 
$6.4 billion; in the peak j)ost- World 
War 1 >ear of 1919. SI 7.6 billion, and 
in 1910. $7.3 billion. 

Although the farmer's real estate 
debt rose again (to $6.3 billion, a rise 
for the 10th straight year), it is still 
lower than the S6.4 billion of 1942. 
Other indebtedness surged to $7.9 bd- 
lion, reflecting increases in j)rices, in- 
terest, and other charges. 

But the rise in assels more than bal- 
ances this, and o\er-all farm income 
has also increased more sharpl\- than 
the national average. 

Tif/iilfr: However, the farmer is get- 
ting harder to sell, for production ex- 
penses continue to climb. In 1952. foi" 
example, he spent an estimated $23.4 
billion (against $22.4 billion in 1951) 
to produce his crops and livestock. As 
a result, his realized net income from 
agricul'.ure dropped this vear to 
$L1.200 billion from $14,299 billion 
last year. If )ou add non-money in- 
come, total investment, inventories, 
and the like, the farmer s total net in- 
come this \ear is estimated at about 
the same as last \ ear's $17.6 billion, 
which was the j-econd highest such fig- 
ure in history ( 194{rs \si .'IP. billicm 
w as the re-ecjrd ) . 

The j)urc|iasing power (d the dollar 
has declined in four of the past five 
years. Prices paid bv farmers for 
items used in familj living in 1952 hit 
an all-time high. Consequenllv as the 
<'hait on page 28 shows, the buying 
power of the farmer's net income in 
L952 wa^ low( r than in an\ of the 
previous 10 )eais e\<'ept 19.50, 

l!ig pur<hases in recent yeais are 
ano'her reason farmeis ma\ be les> 
iiK'lined to sj)pnd their mone\ in 1953. 
The Agriculture Dept. reports, btr ex- 
amj)le, that the farmers s[)ent an a\er- 
age of about $1.37 billion on nK)tt>r 
vehicles in the fne \enrs 1947-51. as 
against $376 million in 1939. And 
their expenditures for other nuichin- 
er\ and ecpiipmcMit averaged SI. 64 bil- 
lion for th(> same I94-7-51 pei icul, coin- 
pare<l with $.31o million in 1939. 

W ith no increase in farmer's gross 
income expected next vear and .«onie 



further rise in their expenses, farmers' 
total realized net income may be re- 
duced about 5'y , according to the Bu- 
reau of Agricultural Economics. 

This means that the advertiser will 
have to make a greater effort to sell 
the farmer. 

Stiminarij: Here then are a few facts 
in summary to keep in mind regarding 
the farmers a? a top-quality market 
while you're preparing your next ad- 
vertising campaign: 

1. There are fewer farms and fewer 
farmers, but the farms are growing 
bigger and the farmers are getting 
richer even though they're eaught in 
the same price stiueeze as city dwellers. 

2. Total agricultural assets have 
tripled since 1940 and farm income 
has increased more than the national 
average. 

3. Farmers spend more than half 
their budgets on consumer goods, as 
against capital goods like machinery. 

4. Better roads bring farmers closer 
to the r<'tai! market. In many cases 
the farmer can get to town as fast as 
vou can get downtown. 

5. Output is up despite fewer hands. 
Reason: greater yields per acre, better 
utilization of labor per acre. This 
means more buying power. 

6. Farmers work 150<. less than be- 
fore World War 1. This means more 
time for recreation, vacations. 

7. The farmer elects almost three- 
fourths of all V. S. Senators, well over 
half the U. S. (Congressmen, and con- 
trols 75 S' of all state legislative bodies. 
He is a political force to consider. 

8. Farmers are better educated. 
Xearlv three times as many young 
adults have completed high school in 
proportion to those 6)5 and over. This 
means a more literate market interest- 
ed in a wider variety of cultural and 
educational items a> well as higher 
([uality entertainment. 

9. The farm population, as in the 
city, is getting older. Advertising will 
have to reflect the interests of the older 
gionj) more and more to succeed. 

10. Farmers spent $1 billion on 
housing in 1949, latest year available. 
At least 54'.; of farm homes are over 
30 years old, which means the rural 
housing maiktt will grow. 

11. Electrification brings a surge 
of appliance bu\ ing. A S. Agri- 
culture l)ej)t. survey of 425 farm op- 
erators in the (Clay Hills area of Mis- 
sissippi ill 19.50 showed the following: 
Within four years after electrification. 
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SPONSOR 



YDU GET MORE WHEN 
YDU PICK THE RIGHT SPOTS 





2 RICH MIDWEST FARM MARKETS 



REACHED DIVLY BY 
RADIO 

REACHED MOST 
EFFECTIVELY HY 






STATIONS 



KGLD WTAD 

MASON CITY, IDWA OUIIVCY, ILLIIVDIS 

1300 KC 5.000 Walls CBS 'J30 KC 5,000 Waiis Daviinu- CBS 

1.000 Walls AiKhllime CBS 

For av;iilal)ililies, wrilc or rail \^'aller J. Rolliscliiltl, INari. Sales ^If;r,, Lec Slalioiis, Quiiic->, Illiitois 

Ri'prespiited hy Weed &■ Company 
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.'('', of the farmers had Ixiught rofrij;- 
i'i;iloi>; 3.")'% washing niiu liincs; 2oS 
walfM- s\-tom>: 14'', cook stoves. I-"rg- 
ur(s would he liiglior for weallliier 
(ominuii ilics. of course. 

12. f arm liusl)aiuls l)u\ 90' < as 
)iiaii\ garments as city men in a single 
\car; faim \Nives aliout o.3' , as nuin\ 
as cit\ wives. Former >|)en<i Sol) 
agiiin-t s]IU) for cil\ men: fariu wi\es 
s|)en(i against .Sl()() for cit\ uixe^^. 
according to tiie Bureau of liiiniau Nu- 
trition iv Home E<-ononii( s. \N liich made 
a siir\e\ in Minnesota in llie 194<'!-.S0 
period. 

1.'?. Tiie long-term outlook is good. 
Farmers have tlie only guaranteed 
standard of ii\ing in the F. S. — guar- 
anteed hy the Federal (^o\ eminent not 
ti) fall helow the 1910-14 period. With 
190 million |)e()]jle predicted for 197.1. 
F. S. AgricultLire l)e|jt. ex|jerts say 
|»r()ducli\e acres to feed 2 million more 
\merieans a \ear are not keeping pace 
with tiiis growth. Ixesult: Farming 
must he intensified; five of the present 
acr(>s must produce as nuuli as six. 
This means nnjre science, more e(|uip- 
inent, more education, more mone\ . 
The farm market will dwindle in pro- 
portion to the rest of the countr\. but 
1)\ its \er\ nature it will always remain 
the most vital part. * * * 

2. CONSUMER TIPS 

U.onliinied from jxif^c HI I 

est farm-area stations feel that this 
kind of spe<"ialized a|)proarh — which 
would oh\iousl\ m(\'ui considerahle 
extra ex])ense for a sjjonsor and his 
agcnc) in a large-scale consumer spot 
campaign using two sets of com- 
mercials for one consumer product is 
not necessary. Such a reaction <'ame 
from Dick l*assag(>. farm ser\i<'e direc- 
tor of KVAK, Yakima. Wash., a sta- 
ti<m in the heart of the rich iioitlnNCst 
1 . farm territory. Passage told 
si'oxsoK: 

"■(ieneralK speaking, consumer ad- 
\eiti:^ers who write ( ()p\ for the g(Mi- 
eial puldic are \Nriting cop\ for fann- 
ers at the same time, as faruK^rs" hiu- 
iiig iialiit-- t<)da\ ill oiii area are \-er\ 
little different from those of urhan 
dwellers. Some of the adxcrtiscrs who 
ha\e sold consinner products on our 
f;irm shows include a \ariet\ store, a 
drug store, an niilo insurance agency, 
a < liaiii hank, a use<l car dealer, a ncu 
lru( k dealei. a home appliance dealer, 
and e\en (he Northern Pacific Kail- 



road. In \ery few cases has there been 
any different < i>py written for the fann 
show than that written for general spot 
atlvertising on our station.'' 

Another veteran farm broadcaster 
who feels that the specialized approach 
is not a "musl" is Sandy Saunders, 
farm director ..1 WKV and W'KY-TV. 
Oklahoma City. Saunders feels that 
the basic secret of a gotnl a]3])roach to 
the farmer lies in a (juestion of time 
buying, rather than ropy writing. 

■'The one real difference in city \ei- 
sus rural habits ma\ be in early rising 
habits. Most a\erage folks, whether 
li\ing in rural areas, small towns, or in 
the city have about the same desires in 
life and about the same reactions to 
radio sales messages. As for co|)\ 
slants, for general ]jroduct advertising 
tiiis need not vary too greatl\." he said. 

"Freat the farm audience more like 
the mctr<)politan audience, ' Saunder'^ 
further advised, "as there is less and 
less diilerence in their daily lives, 
(^ease to talk to them like to a bunch 
of yokels and address the sales mes- 
sages to a farm audience which toda\ 
is at the same le\el as the rest of our 
society — especially as it applies to the 
eifettivem^s.s of a mass medium like 
radio. " 

Which is the correct "'ap])roach'" loi 
an acKerti.ser to take? 

si'ON.soK editors checked the replies 
of nearly 100 farm-area stations for 
the answer, as soon as it became ap- 
parent that there were [wo basic schools 
of thought on the subject of approach 
In addition. SPoNsoi? checked with se\ 
eral leading agencies, like Young & Uu- 
bicam and .1. W^alter Thompson, to ob- 
tain an industry (H)nsensus. 

W hat is (uobably the safest route for 
air advertising to follow was summar- 
ized neatly b\ Louise Schiiltz of sta- 
tion KF15K, Sacramento. Fal.. one of 
the ^^■("latcll\ lieeline outlets. Miss 
S<hultz's suggestion echoes that of 
many other stations and admen who 
feel that sponsors are most likely to 
siicct»ed \shen the\ follow a <'oiiise that 
combines the suggestions of the fonr 
stalioiis appearing alxfvc. 

Ibis was how Vliss Scbidtz phrased 

it : 

"The general consumer-product ad- 
xcitisei could realize a much greater 
return from bis adxertising flollar b\ 
pitching (lircrtK to the rural listener. 
Ib)wcver. it's not necessaix to reach 
out into left field for an obscure ipial- 
it\ of the product which makes it -:])c- 
< ifica!l\ suited to the rural market. 



"■Sim]3l\ write the eopy with the 
rural listener's environment and cbar- 
a<;ler in niintl. I se language that i-^ 
uniquely his. and avoid the corny ap- 
proa<li. 

"We consider the 'mass" appeal a 
mistake in ])reparing copy for broad- 
cast to the rural audience, which seems 
to be higbl\ sensitive to its s]3ecialized 
interests. But. this should not be con- 
strued as an excuse for flooding the air 
with Tobacco Hoadisnis. Ad\ertisers 
will gain the confidence of the farm 
audience b\ establishing that they are 
interested in lh(! farm consumer. 

Thr rif/ht ('''P!/ <'oii<t»ii<: Anoth( r 
hurdle for radio advertisers in selling 
consumer ])roducts is the ([uestion of 
what, exactly, should be included in 
the cop> in the way of copy points, 
once the approach lias been established. 

I bis decision will be easier for both 
advertiser and agencies, most farm sta- 
tions feel, if the admen will onlv kee]j 
in mind the liasic economic facts of 
farm life. That may sound pretty faii- 
<) and a little abstract, but it needn't 
l)e, 

Flere's how Kric Lund, the rural 
ser\ ice director of \\ L\^\. Lynchburs, 
\ a., explained the process: 

"Farmers are actually easi(M- to reach 
and sell via radio because: 

'"I 1 I Their listening habits are more 
s])ecifie and they can be reached more 
efficieiith . 

"(2 I Thev shoo less freijuenlly than 
the cit\' consumer, but bu\ in much 
larger and more substantial quantity 
when they shop. 

"(.'^1 Their purchasing is more de- 
lilterate and planned, and impulse buy- 
ing is much less a factor in the farm 
famih . 

"Tliereb)rc. advertising to the farm- 
er on radio receives much iiu)re care- 
ful and deliberate evaluation and con- 
sideration, because the purchase deci- 
sion suggested bv iIh^ ad\erlisiiig may 
not be reached for a period of se\eral 
(lavs to seyeral months. 

"Ibis is one of the reasons wli\ ad- 
vertising which gives information such 
as (a I ipialitv, (b) price, (el con- 
struction details, (d) iierrorniance. 
and (el availability is better re<'eived 
bv tlie farm family than the more bla- 
tant. blariii<i. dramatized type of com- 
mercial which is produced strong 
enough to attract the attention of a 
subway rider during rush hour. 'I he 
fanner is a man you <an reason with 
moie elfeclivelv than vou can i)usli. 
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Isn't radio wond^rfoll 




...says Les Cottrill of 



E. C. Fuller, of Nutrcna Mills home office, 

has forwarded the following report from Les Cottrill, 

their St. Louis Division Manager: 

"All inquiry to itutiou W^LS aucl our follow-iip 
of the inquiry has sold two loads of egg mash criinihlized for 
7000 jjiillets and now the man wants to know what a 
carload of chick starter will cost him for 10,000 Leghorn 
pallets that will arrive March 13- Isn't radio wonderful." 

This one inquiry represents the responsive and highly 

profitable nature of the WLS market one of many 

such reasons why Nutrena Mills has used WLS regularly 

since discovering what this popular radio 

station can do for them, more than six )'ears ago. 

You, too, will find that sound appeal to the \ast WLS 
audience will get comparable results for )ou...will step 
up \our sales and profits, particular!)' throughout 
the great mid-west, where WLS reaches millions of the 
nation's most prosperous and progressi\e people. 



WLS GETS RESULTS 



AGRICULTURAL 
INDUSTRY 



Better see your John Blair man... or contact 

us, today... and start enjoying the kind of results 

WLS can deliver for you and your products. 



CIEAB GHANNEL HOME of \\\ NATIONAL BARN DANCE 



890 KILOCYCLES, 50,000 WAITS, ABC NETWORK REPRESENTED BY JOHN BLAIR 




i^ih iir: 
STAIION 



& COMPANY 



Other naefiil ti;ts to eoiisciiiu'r ««(- 
vft'tisevs: Here arp -onie otlici j)raf- 
li(al |jt illicit in llip ])ir|);iia'ioii and 
;)iri( 2 n{ <'fl('( li\i' farm radio coininer- 
cial- l(u 1 (m>iinicr prodii l-: 

• I loin ( liu' k \\ (!i I cslcM'. farm !-ci \- 
icc (lire* loi of W M l . ( Cdar Kapids. 
low a : 

"Tlieie ai'c si»ni(> nolalilo (ipijortuni- 
lie> fdi" ( llerti\'f' ^lanling of llic coni- 
mcr* iai nie>-afic for llie farm li^teniM 
. . . recognizing; a lri|) lo town i> a 
|)r(d)k ni in bu>\ reasons . . . \ ouiig- 
stri> |)ro! ahl\ lake llie scliool luis . . . 
e\er\ farm faniilv raises a garden . . , 
lo name a feu. For realh elTective use 
of ihese diflercnce^. a <'0))\ wrilcM' wlio 
know- faini life is a musl. ' 

• From Sam 11. .'^clineidcr. farm lii- 
reclor of K\'0(). Tidsa. t)kla.. and one 
of Viiierica s Itot-knoun faini ItrDad- 
ea^ler^ : 

■■'riic (•on>umer advertiser innsl say 
"How hot < an I reacli tlial farmer 
so tlial lie will l)in nn consnmer 
goods?" Tlie answer is to study tlie 
nearest radio farm dire<-tor. I liat IlFf) 
is a person who has a reputation in 
his territorv of knowing what is best 
foi tlie farmer. He is a pers«nialized 
selling approach that heats an\ other 
a|)|)roaeli in radio, lie is a iiciglihor 
to the fanner, tie can do the hesi job 
of rea<iiing into tluMr lioiiies to lell of 
the services in< hided in any consumer 
product. And. the consumer advertis- 
er can get hi< h(>sl adverti-ing dollar 
return bv taking the advice of this 
farm dire<'tor on bow lo sha|)e tlie copy 
to the business of selling the farmer 
consumer on how this jirodnct will lielji 
make bis living bet'er on llie farm."' 

• From Chuck Miller, farm director 
of W'JFS. Fvans\ille. bid.: 

"I'ann families lodav can and do eii- 
jov all iIk' advantage's of ( it\ life, mod- 
ern pliimhiiig. eleriri( ity. ra|)id trans- 
jiorlation and conimmiication. pins llie 
added pleasure of breathing fie-h air 
and suiisliiiH'. In a radio commercial 
di'aliiig with consumer products, and 
aimed al farm families. )on can si ress 
the same points )ou would want em- 
|)luisi/.c(l in a ini>s>ag<> lo an\ other 
>egnicnl of the po|)iibil ion. I )o not al- 
tenipl lo isohile lb(> birm faniiK, be- 
( an^c r ural isolation has now j)asse(l 
into bisloi\." 

• I'lom l)ill Lctadcr. promotion man- 
ager of Louisville's WIIAS: 

"■\\ hen pre)iaring farm radio co|)\ 
for a con-umcr-prodncl advertiser, 
keep ii c(iiiciv.(>. Slioil co|)\ is belter 
than loni.': tli<" long cop\ ma\ become 



<'omplicale(l and lose the essenlial mes- 
sage. \ lie cop\ should take full ad- 
\an1age of llie farmer's seasonal need.-, 
noting the periods in which the farmer 
prejiares his builgel or S(dls his crops. 
And. remember, the farmer does bis 
bea\ \ sliopjjing on the weekend." 
» From J. 1). ISradsliaw. manager of 
\\ KFI), W Orlliingtoii. Ohio — a slalioii 
thai make> a lull-lime specially of 
b(>aniing programs to families in the 
rich, agriiultural Midwest: 

"Lots of good, friendly li\(> co|i\ 
should be used. Farm stations seleei 
announcers llial have a frieiidl) and 
siiK ere delivery. Ibis t\ pe of man al- 
ways sells more consumer goods ( lo 
farmers I (ban the glib, big-city an- 
nouncer who lias lots of polish. If live 
(•op\ is used, it gives established per- 
sonalities al the station an opporlunilv 
to strengthen the sales message b\ a 
few ad libs of their ow n." 

• From L. C. "Red"" Stanglund. farm 
service din^clor of KSOO. Sioux Falls, 
S. I).: 

"In slanting copy for a farm audi- 
ence', it would seem (hat an informal 
approa< li slntiild be ii.sed. It might be 
w<>ll to avfiid such overworked ;\vords 
as "friends," ^"know.' "say. neighbors, 
as niucli as possibb*. I believe that 
farmers api)i(Miate a sincere mes.sage 
in nrefereiK-e to 'pressurized" salesman- 
ship. Mosllv. they want facts." 

• From Don Dean, iarm director of 
indepen.'enl station W AR.I. Adrian. 
Micdi.: 

"('onsumer-protluet <opy aiiiK^d at 
farmers should be very informal. First 
names of local retail or dealer ))er>on- 
nel >houl(l be used frcndy. Qualit\ mer- 
cluiiidi^e >lioul<l be stressed aho\(> 
jirice, although oe< asionally sjieeial v al- 
ues c((uld be olT(>red to iarm folks only 
lo (iieck response*. Fanners — in our 
area, al any rale — are not (onccrned 
with the price tag. They'd rather ])ay 
more foi' i|ualil\ goods. And. don't 
talk down to the farmer. He ])r()l)abl\ 
has a bell;'i- education than niosl an- 
nounc(>rs. 

• I' rom l']d .S|usarcz\k. farm dircM lor 
of W II]\. I lica. \.V.: 

"JnsI lei a Iarm dir(>clor know what 
llie coiisiniier sjionsor is hinting al in 
general idea form. Then, lei llie farm 
direi loi pnl it in his own words. This 
has sold e\ei \ thing from bras lo trac- 
tors on our farm show. " 

• !• roin Harry l)urk(% general mana- 
ger of OmaliaV Kf^ \l!: 

■"The average \ebiaska farmer lis- 



tens lo. and eiijoNs. the same programs 
as the city dweller. Of course, he also 
is interesieil in programs dealing sjie- 
cifically with farm topics. But adver- 
tisers of general consumer goods that 
are used on the farm just like lhe\"re 
used in the city can be assured of good 
rural jiroducl acceptance with any 
sensible ad\iM'lising cani))aign if he 
chooses a station with a good farm 
audience. If his product has a spe- 
cial use on the farm, he should choose 
a farm service program and explain 
how to use the product. ' 

• From Jack Tinimons, farm direc- 
tor of K\\ KH, Shreveport, La.: 

■"The modern farm family wants, 
and buys, a great numlier of general 
eonsumer items. I heir needs and de- 
sires for such merchandise are just 
about the same as that of the eit\ fam- 
ily. Any attempt to slant the copy 
should be ajjjjroached with extreme 
caution. Doirt oversell!" 

• From Jack Jackson, farm director 
of Kansas Cit\ "s KCMO: 

e 

■'Fill certain that a farm director 
<an sell general consumer products. 
Hut. Fill equally <'ertain that he can I 
sell e\er) consumer product that comes 
along and still maintain the listener re- 
spect and acceptance which most farm 
directors have developed through han- 
dling specialized agricultural prod- 
ucts." ★ * * 



3. AGRICULTURAL GOODS 

{Continued from page .S.S) 

inconsistencies in commercials.' 

• From Hob Child, farm editor. 
Rural Radio Network (a 13-slation FM 
web in upstale jNew York I : 

"'Advertisers who are trying to reach 
the farmer with specific farm items, 
su( li as plows, feed, iiiseelicides, etc.. 
would do well to keep their copy fac- 
tual. It should definitely not be 
'whoopetl-up' with such adjectives as 
'Iremendons . 

• From Jesse A. (ailj), farm agent 
o; \\ A\ I and W A\ F-FM, Albertsville. 
\la., came a good (|nalif)ing reason 
wli)' advertisers should allow farm di- 
KM tors considerable freedom in han- 
dling coimiiercial.- for farm ])roduct>: 

"In handling farm iiidustrv co|)y, 
the farm director should be the eoii- 
tiimil) chief Some of my acconnl'^ 
l)r(>fer that I ad lib their commercials. 
\\V get our li(>a(ls together e\erv few- 
da) s on lh(> points to be sold, and the 
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Here's the Farm Story 
in l/</estern New York 



Coito'ougut 



I I 

PENNSYLVANIA 




WHAM 



with its clear channel 
and 50,000-\vatt signal is the 
outstanding radio station for Western New 
York farmers in 23 counties. (BMB). 



WHAM 



is the only Rochester station that covers 
this rich farming area. Out of 432 meas- 
ured quarter-hours per week. Pulse showed 
WHAM firsl in 429, tied for first in two, 
and second in one — true market dominance. 



WHAM 



is the only Rochester station with a full 
time farm director and special farm pro 
graming. 



WHAM 



is the easiest, most efficient single medium 
you can buy to reach the Western New 
York farm market. 




The STROMBERG- CARLSON Station 

Rochester, N.Y. 



WHAM 



Basic NBC - 50,000 watts 
clear channel - llSOkc 




GEORGE P. HGLLINGBERY COMPANY, National Representative 
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i> up to inc. One hiisic a>>('l ol 
laiiu >cr\ ice radio jji ofiiani spoii.-oi - 
lluil the \(>iie nl ti ivsj)ecle(l 
fill 111 (lim lor ixKK a lilllc (liiTcreiil 
loll! Ii Id < oiniiicK iaU lliaii doi's lliat 
of llic oi(linai\ aiiiKmncoi. Faniicis 
look on llic faini (liipclor as an aaii- 
I nlliiial (xpeil. and wlien lie \t)icps a 
■ •oniiiicicial. tlic) lliink of the pKidiul 
uiciilinncd a-^ lia\ ing lii^ own jicrsoiial 
oiidoi x'liionl. 

• Similar advice \\a> oiTcred l)\ 
T()ii\ Koclkcr. a>sislanl elation inan- 
aiifi of KM \. Slienandoali. Iowa, a 
>l.ilion uliii li has had 27 \('ars of p\- 
pcrii'iK (■ in hpaniina program- lo larin- 
('is and farm families. Said Koelker: 

■■Tlic good farm service direcloi o<'- 
< upics a uiii(|ne position of influence 
in the ( <)inmunit\ . His repulalion nuist 
he prol(>< led anil his clients should lie 
car( fnIK .-creened. because jieix >iialil\ 
>eHina i> iinohed. \ good man\ KMA 
(lieiih gi\e us permission to ad lib 
comincK iais. In fact, one client has 
had our farm (iirector \vrit(> cop) for 
the pi()(lu<-t h(^ ad\eitises because the 
( opv his advertising agency turned ouS 
didn't ring true. " 

• Still more reascjns win farm di- 
rector> should ha\e the control of cop\ 
in th(>ir farm programs were put forth 
b\ John (^liase. farm jjrogram director 
of Will- Kami WHFB-PM. Benton Har- 
bor. Mi( h. : 

"The farm director of the individual 
faiin-appeal station slants his views to 
the feeling of ibe comnmuitv. !>) do- 
ing this, lie gain.s the respect of his 
listeners, aiul 1)\ giv ing onlv good fac- 
tual information, he is well tliought of. 
and when be attempts to sell hi> word 
is good. Let the farm station personnel 
write their own < op\ from material 
sent iheni from the advertiser. Kach 
loralitv has its own likes and dislikes: 
the local writer can tailor his copv lo 
fit ibis need. And. let the local distrib- 
utoi and dealer have a sa\ in the need 
of ladio advertising and the cop\ 
points that should be made in selling 
the item localK ." 

• 1' lom Alviii I5auci. <lii(n l(U'. bum 
■service department. Kl'OJ. I'ortliind. 
Ore.: 

"1 feel it V(M\ imp<»rtant liiat copv 
for coii--uiner products >hoiibl be writ- 
ten (or rc-wriltcn) b\ the farm direc- 
tor who leads it. (Jcnerallv. the faini 
diii<lor will want to ad lib from the 
ba^ic copv he writes. Its ev<Mi more 
inipoilant. in tiie case of farm |)roduct 
a<lv ci tisitig. lliat tin lai in director han- 
dle his own cop\ . ' 



(Ultet' tips on ItFSi shtstvs: In ad- 
dition to lelling the KFD have thing;- 
pretlv much his wav in handling farm 
j)i()du( l commerc-ials. stations suggest- 
ed a few other basic pointers in usiiis 
RFl) shows. 

One (d the more pertinent rccoin- 
mendat)on> <ainc from "Chuck \lui- 
lei. farm flirectoi' <d \\M FS. I^v ansville. 
liid.. whose Home on the Farm s-how 
is heard dailv bv fai'ineis in thre" 
~lale> at the noon hour. Reportefl 
Chuck: 

■■Remember that the fanner today 
is a businpssnian. a skilled manager a* 
v\ell as pait-s<ientist. mechanic, and 
plant and animal husbandmrn. The 
good farmers and tliev re the onl\ 
ones with monc\ to spend — are mightv 
shrewd bo\ s when it conies to bu) ing 
material and sujiplies lo carrv on farm- 
ing operations. 

'"In order to sell him the advertiser 
imist alwavs .-liess one central theme: 
he must show tiie farmer hoii- to in- 
crease lu\s pro fit, 1. 

"If an advertiser can show the farm- 
er how to make more mone) on his 
farm bv either increasing production 
or reducing labor input — the sale is 
made! The c<»miiiei'cial message has to 
be convincing, including facts and fig- 
ures and genuine farmer testimonials. 
\e\ er attempt high pressure^ selling. 
Keep tile <"<>P> l">c'''al aii<l down-to- 
earth. Cood farmers todav keep up 
with the latest developments in agri- 
cultural research through th(> extc'iision 
services |)ro\ ided bv their coinitv 
agents and colleges of agricnlture. 
Thev have great faith in these agen- 
cies, so never attempt to idiitradicl 
them. I his is latal! 

"In the ease of farm efjuipment. 
maiiv farmers will bold baik until a 
neighhcn- has bought and used a new 
piece of farm e(jnipiiient or niachinerv. 
()n-the-farm demonstrations with re- 
corded on-the-spot intiMviews are in- 
valuable ill selling these items." con- 
( bided \\.jFS\ Chm k Muller. 

ffwii- lil'^lt-ci'futi'tl vominrrcials 
roullti sautui: Since most farm direc- 
tors put their i-oinmercials for farm 
|)roducts a<'ross in a sort of homespun. 
\\ ill Rogers fashion and seldom com- 
mil the word-for-word results to paper, 
it vvasiTt easy bir Sl^()\s()|{ to track 
down a "t)pical"" farm product com- 
mercial. 

However, with the cooperaticm of 
Kansas (jtv"s K(>.MO. here is a Iran- 
s< ription of an actual commcreial for 



Fcncl Traclors. aired on Jack Jackson's 
IxoLi'ng Farm Reporter show, it fol- 
lowed a brief storv b\ Jackson in which 
he discu.ssed a ■'Ralanced Farm Meet- 
ing'" he had attended in Platte Citv. 
Mo., the previous night: 

"Cetting back to this Flatlc Countv 
meeting . . . and a few words for our 
sponsor, the Ford 1 ractor Dealers of 
this area . . . one of the first fellovvs 
I met up there last night was a voung 
leliow bv the name of Donald Witt. 

"\ovv. I d say that Donald is around 
13 or II years old. And, he told me 
rigiil oil that he was one of my Ford 
Praetor fans. 

"And Audon Witt, Donald's father, 
explained that Donald had 'talked him 
into' switching to a Ford Tracior two 
or three )ears ago. Said that he had 
made the change in order to please 
Donald . . . but that he had l)ecome 
sold himself since making the change. 

"Well . . . Donald simply got his Dad 
to do what Ffl like for vou folks to do. 
And that is. he got his Dad to give the 
Ford Tractor a try. 

"Once we can do that, vve"re all set. 
Because . . . once a fellow sees what 
this P'ord Praetor and Dearborn Eijuip- 
ment will do . . . he's usuall) sold 
from there on. 

'■.\ow, Fni sure that Donald ami 
Mr. Witt are dealing with Finley and 
Ralph Ma.-on. ov er there in Platte Citv. 
But folks . . . regarflless of where )ou 
live . . . theres a goorl, wide-awake 
Ford Tra( tor Dealer there in ) our 
conimunitv. And. he'll be glad to show 
you what this Ford-Dearborn t'ombina- 
tion will do out there on )Our place. 

■'And. once v ou ve seen w hat it will 
do . . . and how easilv and economical- 
1\ it (ipcrales ... I think yon ll be sold, 
just like lens of thousands of others 
have been. At least, that's all I'm sug- 
gesting. Just give the Ford-Dearborn 
combination a tr\, and see how vou 
like it." 

As an\ adman who reads the com- 
mercial above, and who < hecfcs it with 
the ]i()inters given pre\ iously in this 
re|.)ort, will note. Jack Jackson's K(].MO 
( onmieicial follows all the rules. 

1. It is sim|)le and sincere. 

2. It avoids "talking down " to lann- 
ers. 

3. It makes rise of currcMit <-onmru- 
iiitv events. 

■1. It uses farmer testimonials. 
"). It persuades, but doesn't push. 
(). It mentions local dealers. 
7. It carries the recomineiidation of 
the farm dir(>ctor. * * * 
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NATION'S 
R.F.D.'S 
HONOR 




RADIO 
'9 WOW'S 
HANSEN 



"Bring me men .... 

wilh empires in iheir purpose 

and new eras in iheir brains . . . ." 

— Sam Walter Fdss 

M any honors have come to Mai Hansen, WOW's alert, young Farm Service Director. His latest 
tops them all. It's about the highest honor attainable by a member of his profession! 

Mai has been elected president of The National Association of Radio Farm Directors. 

More than 200 of Mai's fell ow R. F. Ds chose him as their leader. They chose him because they 
recognize him as a g.-eat national leader in fa^m radio. 

The NRFD honor proves Mai commands respect of his fellow men — just as he does among the 
thousands of farm families who listen daily to his "Farm Service Reporter", in WOW-Land, "The 
Richest Pa-t of God's Great Green World". 

Mai's commercial messages command respect, too. His listeners believe him, seek his advice. 

Mai personally directs every activity of WOW's Farm Service Department. WOW management 
backs him up with a fine staff, aggressive promotion and merchandising. 

Mai's newest honor — his presidency of the NARFD — means greater prestige, greater values, for 
every Radio WOW advertiser. 



RADIO STATION 



Frank P. Focakty 
General Manager 




lill.L Wl>KMAN 

Sales Manager 



OMAHA, NEBRASKA 

590 KC ir: NBC ★ 5000 WATTS 



A MEREDITH STATION 



REPRESENTED BY JOHN BLAIR & CO. 



J 
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Ranchers and Farmers 

ARE PEOPLE! 

In the KMMJ-KXXX area there 
are 1,299,819 ranchers and 
farmers... with $1,424,392,000 
ranch and farm income dollars 
to spend for your products. 

COVER THE COUNTRY 
BETWEEN OMAHA, KAN- 
SAS CITY, WICHITA AND 
DENVER with 




FARM 
RADIO 



KMMJ-KXXX 



Grand Island, Nebraska 
750 KC 



Colby, Kansas 
790 KC 



FARM 
RADIO 



4. FARM RADIO-TV 

I Continued from page 39) 

responsibitil) for providing the \'er\' 
he<l possible farm |)rogram service, 
and a respon«il)Hity for agricultural 
leadership in the area." according to 
\\MT"s Chuck Vi orcester. 

The station's roots are deep in the 
farm community. WMT covers, and 
engages in, every sort of farm event, 
from its own national farm field day 
and national clean plowing contests to 
demonstrations of grassland farming. 
Its service shows air ever) thing from 
the latest weather lepoits to special 
market advice. 

KfilM, .^lason City, lonui: WTAD, 
tfuUietj. III.: Tliese two outlets, named 
the "Lee Stations" after their presi- 
dent. Lee P. Loomis, have had man) 
years of successful farm broadcasting. 
k(;Lf) went on the air in 1937: WTAI) 
in 192(k Since then, both have con- 
sistently aimed a sizal)le amount of 
their |)rograming at farm listeners, 
which has paid off in loyal audiences 
and successful advertising results. 

For example, premium offers on both 
stations (not mail orders I ha\e often 
pulled returns at a cost-per-inquiry of 
]2't or so. At times, this figure has 
dropped as low as 7(^. 

Dick Arnold, a veteran farm radio- 
man, is the farm service director of 
Mason City's KCLO. He is heard on 
such KGLO shows as the early-morn- 
ing Farm Reporter and Today's Farm 
Story. High listening is also gathered 
in the heart of Iowa's farmlands by the 
station's noon-hour Farm and Home 
Topics show at 12:45 p.m. 

On (^)uincy's WTAI). which serves 
a mixture of rural and urban areas. 
Dick Faler is heard as the farm service 
director. Sfune of WTAD's more popu- 
lar farm siiows include: Weather and 
Farm Reporter at 6:30 a.m., Keller's 
Farm Markets at 12:30 p.m. and Co-op 
Bulletin Board fifteen minute'^ later. 

y\s might l)e expected, the Lee Sta- 
tions ha\e attriu'ted many of farm ra- 
dio's top advertisers, including such 
l)lue-<-liip names as: International Har- 
vester Co.. iNutrena Feeds. Phillips 
Petroleum. Wilson ii. Co.. Staler Feeds. 
(Chev rolet Tru<'ks. Sunrise Stock Con- 
< eiitrates. MuHins lli-15red Service Co., 
Omaha Stockyards. Lowe Seed Co.. 
llyline Hatcheries. 0\stcr Shell Prod- 
ucts Co.. John Deere Implements, ''K ' 
Brand Seeds, ("ritic Feeds, and Dr. 
Le(»cars \cterinar\ Protlucls. * * * 
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lavm TV is yrowina: The wordh 
"farm television"' may bo a little 
strange to advertisers Init several of 
the nation's leading T\' outlets are al- 
ready airing video programs to farm 
audiences within range of their video 
signals. These stations include: W'Ol- 
TV, Ames, Iowa: WT'^IV-TV. Greens- 
ijoro, N. C; the WLW video stations: 
\VBN5-TV, Columbus, and WKUC-TV, 
Cincinnati. Ohio; KSTI'-TV, Minneap- 
olis. Minn.: WOW-TV. Omaha. Neb.; 
and Southw estern \ ideo outlets like 
KOTV, Tulsa, and WKY-TV. 

Advertisers, for the most part, are 
playing the game of watch-and-wait 
when it conies to farm-a])peal televi- 
sion. Some of the existing farm TV 
shows are sponsored bv farm-equip- 
ment companies, like Ford-Dearborn 
and Allis-Chalniers. 

TV stations, meanwhile, aren't al- 
ways waiting for the day when the 
audiences are there and the advertis- 
ing money is rolling in. Many are bus- 
ily developing new television tech- 
niques for farm broadcasting. 

Some injportant TV research clues 
which may guide advertisers in the fu- 
ture, as farm TV becomes more impor- 
tant in their plans, were provided by 
WKY-TV, Oklahoma City. Earlier tiiis 
year, the station conducted a sur\ev 
among farm families witiitn reach of 
the station's TV signal, and discovered 
the following highlights: 

1. About o59( of the farmers said 
they felt that a farm program would be 
of value to them. Less than 2^' felt 
otherwise about a TV farm show. 

2. Sunday was picked as the day on 
which most farmers prefer to watch 
TV (26.5%) but more than half of 
them (53'/^) said they preferred to 
watch farm shows at noon, and weren't 
particular about the day in that case. 

3. The farmers in WKY-TV's area 
ranked farm shows as their favorite 
TV fare, even to])ping such other TV 
types as comedy shows, variety pro- 
grams, Western nmsic, and dramatic 
television shows. 

4. Some 65' r of the TV-viewing 
farmers rated "'market information" as 
the type of information they wanted 
most on farm telecasts, followed b)' 
data on current agricultural events 
(50% I. and general farm information 
(47%)! 

5. As for the length of agricultural 
TV shows, 43% of the farmers voted 
for a 15-minute show daily. About half 
that many voted for a half-hour. * * * 



You Can Reach 1000 Farms 

for ONLY 69 CENTS! 




Yes 



y that is the finding of one of the present sponsors 
on the WGY Farm Paper of the Air who made a study based 
on WGY's BMB listening audience. 

Through this pioneer farm program, which is now in its 
27th year, you have the best possible way to reach a huge 
farm audience. In the 53-county WGY area in upstate eastern 
New York and western New England there are; 

* 96,550 Farms 

* 77,265 Owner-Occupied Farms 

* 219,603 Farm Vehicles 

The Farm Paper of the Air is broadcast between 12:30 and 
1:00 p.m., Monday through Saturday. The last 15 minutes of 
the program are available to participating sponsors. There are 
only six spots now available in this top-notch farm program. 
So don't delay! Contact your Henry I. Christal representative 
immediately so you can cultivate this fertile field for sales 
through the WGY Farm Paper of the Air! 



50,000 Powerful Waffs 
Affiliafed Wifh NBC 
Sfudios in Schenecfody, N.Y. 




The Capifal of the 17fh Sfafe 
The WGY area is so nomed 
because ifs effecfive buying 
income is exceeded fay only 
16 sfafes. 



A GENERAL ILECTRIC STATION 

Represenfed by Henry I. Chrlsfal Company: New York • Chicago • San Francisco 



29 DECEMBER 1952 



57 



CdFFZE MAKER MASSAGE MACHINE | 


\ II, i-f (.,>(!,■»• \(,K\t.Y: Direct 

\r-.i 1 ( \-l HI-l'oH'i: The muhers aj llennitUfie 
(.ofh iuiilc'l li> I'csl llie pnlliiiii pou cr of 11 SM-'I I . 
'I'h,\ Ht'icl a ioj]c(' inalicr jar >2.<)5 pins Ino cinply 
llrnniini.,' ( oflfi hat^s. Ajicr just five annnuurcincnls, 
llif jiniiMU KU^ Iniceil to uillidran llir offer jroiii the 
(til hcitiiiu- lie entire snpph of 2.()()l) i-ofjee uinhers nns 
( -.hi.ii^l, (1. 1 hat's (I i(ioss oj S5.9()l) plus upped eofjee 
\iili •• jioiii nil expend 1 1 iw e oj nhoiit 

|\ l'i{()(iH \\1 : XtiiiouiK (Miiciits 


■ 

<\'0\>()\\: Niagara Klodric Ma^^sagc AGE.ACY: Htiichin* 

<:\l'Sl Lt; f:\^H IlKTOR^ : A local Rochester depart- ' 

inent store Mi Curdy & Co.. ^ot together with Mii^iirn 

to buy a lire one-minute participation on this ajteriioon | 

women s slioir. Ann Rogers, jemcee oj the show, demon- ' 

strated the iiiussage machine, then gave the phone iiniii- 

her oj ,he store jor vieiters who wished a home demon- 

stra!it)n to ((dl. Eight calls came in: six machines were 

sold, ^ali^i gross was ^^0o i jor a program cost oj ^^()0, i 

WHAM T\ . KochcMcr I'ROGKWl: Ladies Fair 


1 results 1 


MOVING SERVICE 


SPONSOR: AAA \ an ^ Siorajie Co. ACENCY: Direct 

CAPSULE CASE HISTORY: Primarily to faniillurize 
1 //((' public with their services and firm, the AAA I an 
& Storage (Jo. bought announcements on Channel 8 Cor- 
ral. It Monday-through-Fiiday o:45 to ():30 p.m. IFestern 
film show. Within five minutes after the first ]()-secoud 
pitch iiost: about SU)) calls began to come in. and the 
company gained three immediate moving jobs. Tliougli 
j he originally took the advertising for institutional pur- 
j poses, the sponsor obtained concrete results right away. 

1 KFMB. Sail Diego PROGRAM: Channel 8 Corral 


HOUSES 


BARBECUE SETS 


^I'ON-^OR: W mkmon ( jiti-lntrtion Co. \(;Hi\(;Y: Todd & 

Associates 

cAi'sii.i; (;\m; iiis'loin : MnlUn oj KGO-TJ 

runs (I feature film on Thursday ni^iits from 10:30 to 
I2;00 inidiiip.lit. I'nrtieipations on Vlinies Willi Malloy 
eost SlOO eaeli. ll'orkiiion Homes of Snrntoiin, Cnl.. 
hoiifilit a schedule oj one participation each iveek, to 
advertise //s houses. Directly ns a result of the show, the 
sponsor says, the firm has been averajiing iilxnit S-'^'KOOO 
//; house sales each leeeli. \\ ithin a period of two months, 
firm s(dd 1 12 homes: 2.') were sidd on one iveehen:! alone. 


SPONSOR: Sear>. Roebuck & Co. AGENCY: LaughIin-\\'ilson 

Baxter & Persons 

CAPS[lLE CASE HISTORY: One Sunday night. Sears 
devoted a one-minute commercial in its weekly Big Town 
.series on KI'RC-Tl to a "T\ special": a barbecue .set 
consisting of a tnble and tiro benches reduced to SlO.o.l. 
The next day {Monday) the barbecue set was on .wle 
from noon till 9:00 p.m. only: in that time, Sears sold 
247 sets a! the price advertised, plus a good number of 
higher-priced set.s. In fact, according to the ad agency, 
the entire homc-jurnisliings deportment had a big day. 



k(,()T\. Sail l-taiici-co PR0(;R\\I: Movio Willi Malloy : KPRCT\, lloiiMon PROGRAM; Big Town 



HAIR SPRAY 



^I'ON^OH; -171] ■ l.t. 



\GENC^ : Direct 



CM'^I I K ( \sK llI'^TOR^ : To introduce Soj-Set U; 

liijiiid spray to set and hold the hair in place) in the 

\eii ) orb inarlet. this companY tooh a r)2-iceeL suturu- 
tioti schedule oj one-ininute annouiii i iiients on HOR-'I I 
stinting early in June \')7y2. Rxwlied by the Tl adver- 
tising, getting distribution lias easy, ll ithin jour weeks. 
^oj-Sft had become a iiiajoi selling item (iiiiong whole- 
siileis in the aiea. The sales curve rose steadily: In 

\oveniber 1 9.'>2, Soj-Set was the \o. 1 seller ill its field 
among the iniijority oj \, ) . retalleis carrying it. Tfie 
spiiiistii Hires II OR-Tl full ctedit jor litis succes.s. 



WOi; I \ . \rv, V.rk 



I'HOGR \M : \ii iceiiK iits 



USED CARS 



SPONSOR: Clark Smith AGENCY: Direct 

CAl'Sl I.E (:\SE HISTORY: This used car dealer look 
Ills initiitl Tl plunge on KRIIO-Tl two years ago using 
a tveekly halj-hour film series iSUim^iv y\(1\ (nitiirc ) . lie 
sliowed three cars on each sliow in live commercials. Tlie 
response was so instantaneous, Smitfi enlarged Ills Tl' 
budget in a jen weeks. Today Smith sponsors big-naine 
film sfioics [including Uaiifie Rider. Fiig Town. Ilic l"^!!- 
('\|iocle(l ) on KI'IIO-TV every niglit e.\cepl Suiidity: on 
Sitturdttv. he ritns a ^)()-inlnitte film feitlure. Xoir the 
largest used car dealer in .Arizona, lie attributes more 
than (AV , oj all sales directly to KTIIO-Tl . 

KITIO'IA. i'hoeiiix IMUIGUWI: Film >-ho\vs 



L 




LANCASTER, PENNSYLVANIA 



years of public service 

WGAL — one of the pioneer stations in the nation — 
grew rapidly into a community public service bulwark. 
After World War II, FM was added to its facilities. 
And, in 1949, WGAL brought the thrill of television 
to its viewers. 

WGAL, in the future as in the past, is pledged to operate 
in the best interests of its listeners and viewers. It is 
pledged to present the best in entertainment; bring 
news and sports as they happen; place public service 
first and always. 

WGAL, one of America's complete broadcasting serv- 
ices, will keep faith with its thirty years' heritage. 

A Steinman Station 
Clair McCollough, Pres. 



Represenfed by 

ROBERT MEEKER, Associates 

New York Chicago San Francisco Los Angeles. 
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What tevhuUjues have foiiiul lo be most effec- 
tive ill seUiuff bfiiik services on the air? 



Granville S. Carrel 



Assistant Vice President and 

Manager of Advertising Dept. 
The National City Banic 
New Yoric 



TIio 

picked pniiol 
aiiswor.s 
i^Ir. Carrol 




Mr. Pearson 



Mimitc ])artici]ja- 
lions ill popular. 
\\eii-ralp(l p i o- 
gram.'i. more of- 
ten prf)\e mosl 
efTetii\e and eco- 
nomical. Proxiin- 
ilv of the aii- 
noiinceruent and 
liie time for ac- 
tion by the listen- 
er s>honld he as 
( lose as ])ossibie; therefore, the morn- 
ing hours, especially in metropolitan 
areas such as New York (]ity. ha\'e 
usually pro\ed best. However, don't 
forgel the ladies; they account for 
consiilerahle hankino; and some of the 
lale morniiio; shows are excellent for 
calchiiiL' them. 

Let the perf<iriners who dcli\er your 
message on the air make a personal 
lour through \our \ ari<)iis hanking de- 
|>arlniciits for first-hand information 
ahoiit ihe fundamentals of your ser\ - 
ices. Then, let them translate \onr 
'<)p\ into ihcir own words. This in- 
s|)ires tlicin to .sell \<)ur cop\ to the lis- 
Icncrs instead of mer(l\ reciting it. 

(-oiifinc each <-ommcn ial to a singb 
ser\ ice. limed to corrcs|)<ind to the sea- 
son of grcat''st diMiiand. For exam|)le. 
home modernization and auto loans, 
imshcd in ihc sjiring when demand is 
greatest: checking. sa\ings ai( oiints. 
and safe dcpovit hdxcs for year-'rouiid 
a|(|ieal. D.m'l spread \our cll<trl Ino 
thin l)\ ailcmpiiiig h, co\(.i loo man\ 
ser\ i( cs in limilcd i imc. 

\void siuOinc'-- ^,1,(1 he human in 



your api)roach by talking e\eryday 
language to listeners on their own le\'- 
el. Don't tell them how frienilly you 
are- jjrove it b\ your sincerity and 
willingness to be of service. 

Tie in \our radio campaign with 
your other jiromoiions. On special oc- 
casions. L)ring \ our radio talent to the 
bank and invite the public in to meet 
them. Use program display material 
in your lobby and window. 

Finally, measure \f)ur radio results, 
not in terms of 13 weeks, but instead, 
in terms of annual c\cles. After vou 
have selected good j)rograms "sta\ 
put" for the longer you continue, the 
greater your diviilends. 

Charles S. Pearson 

Presid ent 

Pearson Advertising 
AV/i) York 



Union Dime Sav- 
ings Bank has 
sponsored t h e 
7:(M) a.m. news 
on WOR three 
day saw eek since 
Ma) Vm. Radio 
was an untried 
field for us and 
to test the cfTec- 
ti\eness of the 
])rogram we have 
tree of (diarge bank 
material of one sort or another dime 
sa\'ers. (piarter sa\('rs. budget and oth- 
er bo()kl(>ts. and our maj) cd ihc !\e\\ 
\ork subways. Fach lime an offer is 
made, many refjuests for I he material 
arc recci\e(l in |)ersoii and l)\ mad. 

I>\ far the most pf)|jular jiiece of- 
fered is the siifiwa) map. which, inci- 
dentalh. we fust started to distribute 
at the lime of the opening of the .'^ixth 




Mr. Lewis 
ofTercfl to send 



A\enue subway. Whenever it is fea- 
tured in the script, the requests come 
in by the hundreds; not only from New 
Yorkers — but also from out-of-towners. 

Our maj) scrijjts point out how easy 
it is to get to Union Dime by subway 
from anywhere in the city. And in 
many of the others we stress the con- 
venience of banking by mail, as well 
as Ihe advantages of having ready cash 
in a sa\ ings account. As a result, many 
people come into the bank to open ac- 
< ouiits: also many accounts are opened 
by mail — both by people living in the 
metropolitan area and by others who 
neither li\e nor work in New York. 

It is interesting to note that when- 
e\'er special services are mentioned — 
as. for instance, savings bank money 
orders or foreign drafts — we find a 
marked increase in sales in those de- 
partments. 

J. Wilbur Lewis 
President 

Union Dime Savings Rank 
New York 



Since no Ameri- 
can bank is ria- 
J|' lionwide, banks 
I ^^.^^^B cannot effective- 

ly sj)end the mon- 
ey it takes to pay 
for expensi\ e net- 
work shows. But 
network s h o w s 
sometimes are 
sponsored, local- 
ly and profitably, 
by banks in differerenl cities. Town 
Meeting of the Air is an example. 

Banks do build their own local pro- 
grams that often get good ratings. In- 
genuity, brains, and originality must 
be used if they are to be effe<nive — 




Mr. Madden 
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and nul cost too much. Citizens Na- 
tional Trust and Savings Ikuik, Los 
Angeles, got a 28.6 rating with Liher- 
ace. a popular pianist, on television. 
More to the point, they sold 1,000 sav- 
ings accounts in 30 days, each opened 
with $10 or more, h\ offering Lihcrace 
records, specially imprinted. The 
Northern Trust Company, Chicago, 
musical Northerners program is a ra- 
dio pioneer with an original program. 
National Shawnmt of Boston is a pio- 
neer on television. The Bowery Sav- 
ings Bank. New York Citv, has tested 
a syndicated half-hour television show 
Crusade in Europe. 

Bank S])onsors iisualK test with a 
booklet offer (since they can't give 
away samules of their product). How- 
ever, the Second National Bank, Wash- 
ington. D. C. did give away $80 to 
the 80th customer entering each office 
on the occasion of its 80th anniversary. 

Hundreds, thousands of banks find 
radio or television spots, or sponsor- 
ships of inexpensive syndicated spots 
or programs (recorded, for radio; on 
film for television I effective in selling 
"mass" bank services, such as sav ings, 
personal loans, and personal checking 
accounts. Local news and sports pro- 
grams are also popular. 

John C. Madden 
President 

Edwin Bird Wilson, Inc. 
New York 




Mr. Rooney 



Broadcast adver- 
tising by com- 
mercial banks 
falls into two cat- 
egories. The first 
is selling the 
"mass" services, 
such as personal 
loans, special 
checking, a n d 
compound inter- 
est accounts. The 
second phase is selling the bank from 
an institutional standpoint to identifv 
it as a community service organization. 

To carry out the first mission, spot 
radio and TV are ideal. This includes 
station breaks, participations, and news 
broadcasts. Commercials should have 
a definite punch to them and exploit 
competitive advantages if possible. 

Institutional advertising needs pro- 
graming to give it weight. Classical 
music, forums, sponsorshij) of local 

{Please turn to \>age 861 



HERE'S A PLANT THAT 
GROWS ALL YEAR ' ROUND 
IN NEW ORLEANS! 




Way down yonder in the land 
of cotton . . . merchandising 
is not forgotten! With a sales 
climate that is favorable the 
whole year 'round, WDSU 
has developed a merchandis- 
ing plan-t that covers our 
"Billion Dollar New Orleans 
Market". 

The formula for the healthy 
growth of our merchandising 
plan-t is no secret ... it is a 
matter of year 'round atten- 
tion. WDSU's merchandising 
knows no season! Week in, 
week out, our well-coordinat- 
ed merchandising is working 
for our sponsors. 

Briefly, our plan-t includes: 

NEWSLETTERS 

ON-THE-AIR 

ANNOUNCEMENTS 

NEWSPAPER ADS 

JUMBO POST CARDS 

FRONT PAGE HIGHLIGHTS 

DEALER CALLS 

PUBLICITY 

and a 1953 addition 
OUTDOOR SPECTACULAR 

Why not let us put our mer- 
chandising plan-t to work for 



Phone, write or wire your 
JOHN BLAIR Man! 
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Radio 



and now a 



message Itom out spon??! 




b\ I) oh Foreman 



A 

-'v the iiuiiilk' of .-per i.> 

-lire to hang loo.-cly on in\ ^holll- 
(Icr-. I think the tinio of year i> 
-uch tliat a look ahead is appi'o- 
|>iiate. Hilt to do >o. |)eiha|)> \v(? 
>hoiil(l fn:-t count oiir |)re>ent 
achi(n einent>. il an\. before mov- 
ing into tonioirow. 

The critics notwilhstaniling. I'd 
sa\ that t(devision programing over 
the pa>t veai' has im])roved tre- 
inen(h)n>h. 1'o tlie rostei' ha\e 
been ad(h'd manv new programs 
of the situation species and while 
none has revolutionized the niedi- 
inii nor even |)erha|)s hroken new 
ground, the general ealiher of 
the>e i.v higher than the |)r()granH 
which ihey replaced, (^ertainlv 
llieir audience appeal will he 
greater — that we know from radio 

and alter all. this is an im])or- 
lanl criterion in a medium intend- 
ed as mass enterta iiinieni as well 
a.>- a sales-vehi(de. 

On the other side of th" pro- 



graming ledger, the industiv cer- 
taiidv can |)()int with pride to Om- 
nibus, the CWS Ford Foundation 
effort that has utilized other-than- 
advertiser money to reach for goals 
the salesminded seldom dare at- 
lempt. I neven a> it has been and 
is bonml to be. Omnibus has be- 
vond a doid)t demonstrated how 
the monster we have bv the horns 
can be tamed and even put through 
some definitely aesthetic paces. 

I^eaving the realm of art and 
sale>-manshij) and tnrning to Tele- 
\ ision-the-]\eporler. the pa>t year 
has unfolded some new cha|)ter> 
worthy of perusal. Riding closely 
behind the Kcfauver iiu'estiga- 
lions which demonstrated the 
pro!)ing eve of the new medium 
and (hMiionstrated the inirehearsed 
(d()(pienee jjossible in it. we came 
e\('n farther in 1952. We saw the 
llrsi political coiiveiition> ever to 
l;e televised and a good part of 
our eoinitiv was able to witness 



the rather startling, very |)uerile. 
and extremely exciting shenani- 
gans it takes for two major partie> 
to decide u|)on Presidential candi- 
dates. 

Only a few months later, we 
went to the |)olls. climaxing a cam- 
paign that set new television rec- 
ords once again — new in the sums 
spent as well as in the techniques 
used to ])res(»nt politico.s to the 
|)nl)lic. It is (piite (li>C()neerting 
(to my knowledge) that no ini|)or- 
tant re-eareb organization had the 
foresight to make a comprehensive 
survey 24 hours after the election 
was o\'ei-and thus determine w hich 
rV-techni(jues as well a.s which 
campaign appeals serv(Ml to win 
voters, especially those who went 
U]) to the wire undecided. Knowl- 
edge of this order, of course, 
would be worth millions of dollar> 
to the candidate of tomorrow. 

What about 19.5:V? We still 
will be badgered by the two nuijor 
])roblenis of 1952 — high cost and 
no time. Until these factors can 
be licked or at least alleviated, 
the medium will achieve only a 
fractional part of what its destinv 
is certain to be. More film shows 
are in the lal)oratori(\s than ever 
before and their prices, it's en- 
couraging to note, an; not still 
idimbinf>;. On the other luinc], these 
prices have not deseentled. Sj)Ot 
lime is opening slowly. ABC's 
merger will bel|) to create new 
network availabilities. AVw sta- 
tions will he making some new 
slots a\ailal)le. Still the Sl\0 .-ign> 
are very prevalent at \BC and 
(^BS while the cost-picture con- 
tinues to 1 e such that more and 
more advertisers are programing 
on alternate weeks or hecoining 
participants in the lengthy, high- 
pric<>d epie.s. 

DaUime is still in a state of 
flux. Katings have slipped — on 
the otluM- hand, the early morning 
(7arrowa\' opus after a shaky start 
proved the soiindne-s of the time, 
program, and concepl by reaching 
good-si/ed audiences and racking 
lip -om<' e\ce|)tional .-ales-results 
(or a \aried ininiher and tvpe of 
spon-ois. 

SPONSOR 



PABST DRESSES UP ITS WELL-KNOWN THEME WITH IMAGINATIVE CARTOONING 





NBC opens a new era for local advertisers . . 



fine television dram 



" ^ fr- 



it 



tf ,-»$=» 
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and seUing 

28 cities, 
1 "lere's sfilf 
k'm J/me fo.puf. ' 

'-^ < 

Fahbanks 
to work 
for you in 

, * 38 ma/or 

t 

|i morfcefj. 

Confact your 

s NBC Film 

i »« 
Representative^ 

■k at once.. 



at a 



practica 




"Douglas Fairbanks, Jr. Presents 




{Your Brand Name) Theater' 



]\() more must local and regional adver- 
tisers settle for less than the very finest 
TV drama to showcase their products. 
For now NBC presents 39 halfdiour film 
programs that measure up to the best 
ever offered by network television, Holly- 
wood, or the Broadway stage. 

"Douglas Fairbanks Presents" is filmed 
on location in the great capitals of Amer- 
ica and Europe. It stars the top talent of 
two continents in a variety of original 
and classic stories ... it runs the ganmt 



(if suspense, high comedy and deep drama 
. . . and its host, director and occasional 
star is Douglas Fairbanks, Jr., himself. 

"Douglas Fairbanks Presents" is a pro- 
gram for local advertisers to use with 
pride, and success— similar network TV 
drama rates consistently in the 30's and 
40's. Best of all, it's a fine dramatic 
program at a practical price. 

For further information on this new film 
scries, and other NBC Quality Films, 
write, call, or wire: 



NBC film programs 



30 Rockefeller Plaza, New York 20, N. Y. • Offices in: New York, Chicago, Los Angeles 
a service of America's No. I Nefwork 
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THE EXCELLENCE OF 
YOUR PRODUCTION NEEDS 

Peifect 
decision 

Prints 



CISTOM-PHOCESSKI) 
AITOMATICALLV! 

TIicm; inacliincs prim liic piclurc 
portion of ihc (iliil iiy sU'i> tuethod — 
original and j)rinl >lo(k holli via- 
lionary and ludd in inlimaic conUK I 
liuring exposure for ea(i) frame. 
Macliine-i are aulomalically pres<'l 
liy liie (.'oiilr(d Slri[), (!oior liaiaiice 
can i)e (dianged from i-eene to s<cne, 
or fades and lap dissolves added. 




YOUR ASSURANCE OF 
BETTER 16mm PRINTS 



!.■> Y«»ars R«»searcli aiul Spe- 
I'iiili/.ation in every phase of 
] 6111111 proressiiig, visual and 
aural. So organized and ecjuip- 
ped lliai all Precision johs are 
of llie liigliesl (pialiiy. 

Iiidividiial Attention is given 
ea(di film. ea<di reel, ea(di sreiie, 
each frame — llirougli every 
phase of the coiupiex husiriess of 
proressiiip — assuring you of llie 
very hesl results. 

Our Advanced M«>tliO(ls and 

our ronsianl rherking and adop- 
tion of iip-lo-llie-niiinite lech- 
nitpies, plus new engineering 
principles and special niaeliinery 



I'rcnsion l ilin Ldboriitorivs — n di- 
vision of J. A. Moiircr, Inc., Iios I t 
years oj sjifcidlizmion in the lOmni 
field, ronsislrnlly nweis the Idlest ile- 
munds for liifrlicr qiKdily and speed. 



enable us to offer service un- 
equalled anyuliere! 

Newesit Facilities in the 16nini 
field are available lo cnsloniers 
of Precision, including llie most 
modern applications of elec- 
tronics, cliemisl ry, physics, optics, 
sensilonielry and deiisilonielry— 
including exclusive Maurer- 
designed equipment— your guar- 
antee that only the heU is yours 
at Precision! 




PRECISION 

FILW lABORAJORIES, INCi" 
11 Wsit 4ifh St„ 

Nbw roffc T?, N-r. 

JU 2-3970 



Alicad lies, J'm sure, competi- 
tion for NBC oil this early inoni- 
ing effort whether on local or net- 
work level and also more ])ro- 
graniing alter niidiiight. 

The syndication of quality fdm. 
market hy market, at less than a 
king's ransom is (I sincerely 
hope) jiist over the horizon. The 
financing of these efforts, a trying 
process which makes showmen of 
hankers and hankers of showmen, 
is the final harrier that is being 
hreaclied. So all in all. the future, 
I'd say. is rocky hut not barren, 
pitted with difficulties hut with a 
)ich lode in sight. Inevitably, it 
will lead us forward for the sim- 
ple reason that 110 other medium 
ever had so much to offer. 

commercial reviews 

TELEVISION 

sPoNsors: Pabst Blus Ribbon Beer 

ACENCY: Warwick & Legler 

i'KO(.i'\M: CBS Fights 

I'liODi ri u: Five Star Productions 

Tlie Pabst brewers have perhaps one of 
the best theme lines in advertising, and 
I think television itself as well as their 
use of the medium is at least partially re- 
sponsible for this fact. "Finest beer served 
anywhere" is the group of words to which 
I refer and those of you who watch the 
fights know how effectively this theme is 
posited in the Pabst commercials. But 
over and above this, there are other very 
memorable advertising techniques em- 
f)loyed by Pabst. For example, the catchy 
phrase, "What'll you have?" has grown 
from an idiom to become Pabst property. 

But Pabst doesn't stop here either. 
They've designed their own special glass 
for the product and, from what I've 
heard, the viewing of this oddly shaped 
goblet on television has resulted in more 
than y'?50,000 worth o£, the goblets being 
.sold by a New York City store; an ex- 
ample of what visualization-in-motion can 
do to sell even a by-product. All in all they 
do an admirable copy job, using to the 
fullest the medium which they employ so 
heavily. It's very difficult to be different in 
beer copy and Pabst has achieved this. 
Their coinmercial.s arc replete with gim- 
micks but tnch is relevant. Hence I dare- 
say that results are most gratifying. * * * 
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a puppet ? on radio ? 



This, Iriend, is no run-ol-the-s.'iwinill pujijKH. This is Howciy Doody, second 
most ])0])id;ir mythical (har.itter in the kids' world.' And he ha])])ens to have 
fifteen minutes ol network radio time every Saturday, 9:15 to 9:30 a.m., in 
which to sell your product to tiny and moderately large inchins.2 

You see, Howdy's show starts at 8:30 and lasts an lioiu, but the first hall 
is available h)r to-op sale, and the 9:00 to 9:1.') sjjot is very hap])ily octii])ied 
by International Shf)e Corporation. ^ As a residt, you can buy a network in 
the last or highly desirable segment. 

With Inlernational Shoe and the co-op sponsors contributing, yoin talent 
cost is pared down to a slender bone. As for your time cost— the choice of 
markets will be left up to you and your budget. There is one restriction 
though; you can't ha\e Canada. Sorry, it's all sold out.^ 

W^ith the full netwoik you can expect to reach 1 i/g million homes con- 
taining over 21/2 million moppets. 5 And sinely we don't have to ])oint out the 
merchandising ojjportunities inherent in Howdy's lovable white ])ine frame. 

If you want to talk tinkey to tots. Howdy Doody is yoin- mannikin. Ask 
any 7-year-old.6 

1. I he liist, we're ;ili;iicl, is S.iiUa Cl;iiis. 

2. y:l"> am. S;Uiiicl;i\ nun seem like liie luidille ol ihe iiiglil to you, 
but liic kids iune been up for iiouis. 

3. '1 lics're probably selling shoes like cra/v but ihe) won't lell us, 

4. Ogih ie Flour Mills; Kralt Foods. Ltd.. Si. L;iw rcnce Starch Co.. Ltd. 

5. Esiiniaied Nielsen National Ratings ( )anuary- June, I'J.oS) . 

6. II lie can't gi\e xon coni])lcte details, call us. 



National Broadcasting Company 

a service of Radio Corpoiation ol America 





TV stattoiis ii.vf iiioi-ic'-/ioii.ve 

\t Iciisl two l\ stations \\ I.W -T. 
(jnciniKiti. W Xtnv ^ Ork — 

ai(- lakin;: some < iics (livpctl\ from 
iiio\i" p\liil)it()r> ill \\\e'u iiiaiiiu'v of 
|)re>('iitiriji ftvil iiri'-leii^lli movies on 

On I.'^ Dcco/nlicr. W'LW -T inaugii- 
rnlifl ils ('on/iniioKs Slioir program 
iwliicli alsd iiiiis on sister stations 
W I.W - I). DaMoii. anfl \\ I.\\'-C. C.ilum- 
litis t. I lli^ i)lan < alls for ihe srreeiiing 
of tlie -ame ino\ ie ihree times during a 
fonr-lioiM period (Satnrdax. 12 noon 
to |).ni.i. enabling a \ic\\er t<> 

tii!M' in at an\ lime without missins; 




WPIX runs the Same movie five times a week 

aiu pait i)( llie |»rogram. The fihns are 
largel) iu\slei\ and ad\cnlure and 
there is a "short suhje<-t" a news |)ro- 
giam helv\een the showings. 

WI.W-T lias sohl oul all parliiipa- 
li(in> on ihe (.Dtilinttous SIkhv; Miami 
(.ion|i'\ I )is| rihutors sponsors the en- 
lire fonrdnmr pei iod each Salunhix on 
W LW-I); fnd\ W LW -C slill has parlic- 
ijialmns available on the |»rogram. 

Ihe \\l*l\ Imiovalioii lakes the hirm 
of a h\e-limes-a-week movie feaUire in 
v\hieh ihe same film rim-; for five week- 
da\ nights I 7:;;() t(, V:Ot) p.m. I IvJch 
'run eonunences Wedne^dav. goes 
lludUgh ihe ne\l Tue^dav. Calh^d fu.sl 
ShoK . il was lanuelied 17 Seplemlx^r. 
piesenl'- fnlldenglh fdnis seen for the 
hisl linn T\ in New ork (al\. 

Ihe /•//■>/ SliDii progiam has raeked 
lip ratings lo warm ihe liearN of il< 
slaliiiii and «<poiis<ns. for example, 
during llie lir'-l \\(>ek of DeecMnher. ihe 
New Viik Tnlse enmiilativ ratin<> on 



lc'<'/iiii(/ii<>.v lo show films 

the show for five (hiv s (on an un(lu])li- 
<"aled-auflienc e basis I was 30.4. 

A h^ng list of partieij)ating sponsors 
sell (and have sold) their wares on or 
next to the Firs/ Show. These include 
Dunhill {]igarelles. Seeman Brothers 
I W hite Rose tea and eolfee I , Bisceglia 
Brothers Wine ('orj)., I'iels F5eer, and 
ihe Tea (Council. * * * 

.M«ri» rttdio statUms 
.vfffi/ on oil nifihi 

\e\vlv initiated 'roun<l-the-eloek ra- 
dio (^|3erati(His are l)ustin' out all over. 
Three stations among the mam which 
have r< t enth (1 l)e( emi)cr ) added all- 
night schedules with a view to expand- 
ing their listening audience and spon- 
soidist are KBOW. (Jakland. Cal.. 
WOL. Washington. 1). C. and KiW. 
Los Angeles. 

All three are slotting personalitv 
d.j.'s — those time-tested nighttime ])er- 
eimials during the wee hours. 
KKOW's inidiiight-to-():(KI-a.m, seg- 
menl. h-aturing I.). J. I'at Henry, is spon- 
sored bv ihe Arthur ^^nrra\ danee 
sliuiios. which bankrt)ll the entire six- 
hour |)eriod. ibis is ""the largest bbuk 
time sale in h.)cal broadcasting his- 
lorv. a<cnrding to Don Arletl. KUOW 
promotion director. 

The Les Sand Shotv fills the 1:00 
to ():00 a.m. hours at WOL with pop 
and standard music. iiev\s. and inter- 
views with "naiut>"' artists apjjearing 
at area theatres and nightclubs. KW's 
new music-news-banter session, from 
I :00 to 5:2r) a.m.. has l^ill Hallance as 
liosi: hist s])on.sor to j)iircliase time on 
the show was Fi restotie Stores (through 
the Irwin (]o.. L. A. i . 

\lavbe these stations liav(! taken a 
tip from \. C. Ni(dseii. president of the 
research hiiii that beai's his name. lie 
•dialed rec(Mitl\ : "\N'li(!thei il"s the sw ing 
shifl, iiisoniiiia. or just staving up late 
tlial"s ie>|»oiisil)|e. ihe all-iiigbl audi- 
ence can be coiisideiiHl a sizable pot(!n- 
thil for the bnvcrs of time.' ■*• ♦ ♦ 



KITE yvis nd spaev on 
atttos — free of chatffe 

KITE, San Antonio. re<eiitl\ secured 
ad\ertisiiig space on the bumpers of 
thousands of San Antonio automobiles 
free of charge — and. at the same time, 
pleased a client and the client's cus- 
tomers. 

The station liked the idea of adver- 
tising itself via stick-on bumper strips 
for automobiles. But it faced the prob- 
lem of how to get such bum|)er signs 
placed on the cars. 

The silk screen printing firm. (Gra- 
ham Process Displays, that does work 
for KITE, came up with a solution. It 
sent someone to all of the high schools 
in the San Antonio area, obtained the 
names of the football teams and the 
school colors of each. Then it printed 
up the stick-on bumper signs in the 
colors of the various schools, each 
saving: "■Rootin" for Iscliool team 
name). Station Kl'l E." 

To distribute the signs. KITE gave 
them to one of the station's sponsors. 
Soiiiniers Drug Stores. Soniniers. in 
turn, gave them to their customers. 
I he high s< hool students, delighted 
with an oj)j)ortuiiitv to advertise their 
own school team, were liaj)pv to stick 
the signs on the faniilv ("ar. 

Result: KITE secured ad s|)ace that 
could not have been purchased at anv 
l)rice. while sponsor Soiniriers and 
Somniers' customers were |)lpased as 
Bumh. * * * 



Spousot's coiin' •'aiive" as 
pet'sottnlUn's on \V\/\B 

To make the station's sponsors come 
'"alive" for the public — as well as lo 
jironi<»tc radio as a good advertising 
Ituv \N \AB. 1)1 idgeport. Conn., has 
inaugurated a new series of programs 
"starring " its s|)oiisors. 

The series, heard iMondav through 
Friday at 12:00 noon, stresses the im- 
portance of the sj)onsor as '"the man 
who makes v <Hir radio programs possi- 
ble."" Ea< li program features a "Sj)on- 
sor of the Dav."" This <'()iisists of a five- 
iiiiiuite interview bv the annomicer. 
Bill Edwards.m. witl'i one of WXAB's 
sponsors, a different one each dav. For 
the inlen iews. Edwardsoii goes direct- 
Iv to the jilace ot business of the spon- 
sor and converses with a key man 
about the product being advertised, the 
|)art that excMiitive plavs. what radio 
has doii<> for them. 

I'.acli program also highlights radio's 
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growth tlirougliuut the years and ad- 
vances the theine: "Radio reaches more 
[leople more often than any other me- 
dium — at less money." 

According to Ray Colonari. WNAB 
connnerciai manager, tiiis program lias 
created considerable interest in radio 
as an ad medium. Since the show has 
been on, he reports, "'People who have 
been dead set against radio advertising 
are now calling us up about a possible 
schedule for them."' * * * 



Briefly . . . 

Tlie Storer Broadcasting Co. recent- 
1} ran a contest for employees of their 
11 stations to get a name for the new 
company publication (first issue. No- 
vember). The winning name, selected 





Judges chose Storer organ name over lunch 

from the total of 151 suggested, was 
The Storer Slory: for this. Mildred 
Cogley, a secretary at WWVA. Wheel- 
ing, W. Va., won first prize {an ASR 
Florentine desk lighter). Second prize 
(pen and pencil set) went to Jim Wliit- 
aker, WWVA news and farm director, 
for his Storer-Scope. Contest judges 
were Frank Burke, editor of Radio 
Daily: Bruce Robertson, senior associ- 
ate editor of Broadcasting; Fred Ku- 
gel. publisher of Television Magazine; 
Norman Glenn, publisher of SPONSOR. 
They voted at lunch in Al Schacht's in 
New York (photo, I to r. ) : A\rthur C. 
Scliofield, editor of the new publica- 
tion, Norman Glenn, Frank Burke, Al 
Schacht, Fred Kugel. (Bruce Robert- 
son, unable to attend the luncheon, vot- 
ed later in the da)). 

« * » 

In an effort to woo audience away 
from Dave Garroway and stir up new 
interest in their a.m. programing. 
WTAM. Cleveland, has launched an 
all-live talent show from 7:00 to 9:00 
a.m. daily. This departure from the 
standard morning stand-b) — the rec- 
ord-spinning d.j. — takes the form of a 
musical variety show complete with a 
{Please turn to page 87) 



Classil'icatitm: 

Atitoiiiotive 

Advertiser: 

Nohody 

Turtfet: 

Nol)odv 
Aniiiiifiiilion: 

None 

Duration: 



N 



one 



Objectives: 



Results: 



one 



The ad man al Rapids Cheirolci 
told our s^aleMiian lie didn't 
liave the nerve to 
advertise a servire special 
on WMT. 

Reason: The last time they 
tried it thi^y got more calls 
than could he handled. 

Adtttissiou: 

WiMT doesn't do quite so well 
by its other advertisers. 
Good thing, too . . . otherwise 
we VI he out of hiisincss. 

Subutitted btf: 

WMT, Cedar Kapids, low^a. 
600 kc, 5,000 watts. 

Basic CBS Network. 

National reps. The Katz Agency. 
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WANT FULL 
COVERAG/h 




THEN 
SAY 




WHEN 

TELEVISION 

■ 

t/C/ith its new tower 
1914 feet above sea 
level WHEN blankets 
the area as the most 
powerful TV station in 
Ij Central New York. 

Now with 50,000 Watts 

See your nearest 
KATZ AGENCY 
for time on Central New York's 
most looked at TV station. 

CBS • ABC • DUMONT 




TOM 

TELEVISION 

SYMCm 




ngency profile 



Leo Burnett 

President 

Leo Burnett Co., Inc., Chicago 



A MEREDITH STATION 



Leo BiJiiiPtt opened his own agency 5 August 1935 in Chicago's 
London Guarantee Building with >even employees, three accounts 
worth S90().0()0, and a wooden howl of red apples. 

The apples stood for hospitality. 

Skeptics said Leo would soon be selling them in LaSalle Street. 

Instead, 17 years later, he has 42.T emnlo)ees, 25 accounts worth 
S.*57 million a year, offices in Chicago, New York, Hollywood, and 
70ronto, and more radio and TV network shows weekly (64, in- 
< luding simulcasts I than any other agency outside \ew York. And 
he still displays the howl of apple-. 

How did it all come about? 

Three factors s'.and out in a study of Leo's career: 

1. He helped make Chicago an advertising center in its own right 
instead of a way-station to New' York. 

2. He disregarded popular techniques — gimmicks — and concen- 
trated on putting a "thought-force"' into each ad or commercial — 
''a central idea that offers an advantage to the reader in an interest- 
ing and plausible manner. ' 

3. He concentrated on air media so that today half his hillings 
are in broadcasting. Some major accounts using radio. TV: Kellogg, 
Pillsbury Mills. Green C»iant, Brown Shoe. Mars, Pure Oil. Toni. 

Leo is a modest, soft-spoken man given to extraordinary courtesy. 
Mjch as taking time out while rushing to catch a plane in order to 
phone a reporter ( SPO\SOti's) and apologize for not being able to 
cooperate more fully in a project. Maybe it's because he used to be 
a reportci himself. Born in St. John's, Mich., he worked his way 
through the IL of Michigan (1914), reported for the Peoria Journal, 
edited a house magazine for Cadillac, then became its advertising 
manager, '\fter a \\ orld War 1 Navy stint, he began his agency 
career with Homer McKee ("o.. Indianapolis, in 1923: was in charge 
of creative wDrk with Lrwin, W^asey & Co.. Chicago, when he de- 
rided to set up shop lor himself. 

Neither of Leo".* sons is in advertising. Peter is a petroleum engi- 
neer and Joseph is an architect. Phoebe, his daughter, is in college. 

Leo's motto is "reaching for the stars,"" derived from lirowning's 
"Ml, but a man's reach should exceed his grasp, or wdiat's a heaven 
foi?" Says Leo: "If you're "reaching for the stars,' you can't pos- 
sibly be caught sitting on )our status quo. It is suspected that status 
quo sitting is the prime cause of 'advertising arthritis'. ' * * * 
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2765 

Independent 
Retail Grocers 
in Boltimore say: 

WFBR's 

the station for usi^ 



Every year since 1936, the 
powerful Independent Retail 
Grocers Association of Balti- 
more has turned to Baltimore's 
promotion - minded, know- 
how station, WFBR.to make 
sure their Annual Food Show, 
held at the Fifth Regiment 
Armory in Baltimore, goes 
over with a bang. 

Every year WFBR has thrown 
the full weight of its promotion, 
programming, merchandising 
and production departments 
behind this great food event. 

The result? Every year, bigger 
crowds, more exhibitors, better 
displays — and firmer loyalties, 
friendship and cooperation be- 
tween the 2765 members of the 
Independent Retail Grocers 
Association and WFBR. 

For real showmanship, solid 
merchandising and active, 
day-in, day-out promotion, ask 
your John Blair man or write, 
wire or phone . . . 



mil I ' I 1 ■ 

9000 WATT& m SALTIMQRE, 1*0. 



What's New in Research? 



Coiiijirii'i.voii of TV pvofp'mn types show boxiuy 
vouiinues ia lose viewUtfi popiiluvity 

NOVEMBER 1952 NOVEMBER 1951 



PROGRAM TYPE 



RANK AV. RATING RANK AV. RATING 



Comedy Variety 


I 


:i 1 .0 


•> 


20..J 


Talent Shows 


2 


2iM 


7 


1 4.:$ 


Boxing 




1 !>.(> 


1 


22.0 


Drama, Mysteries 


4 


19.2 


5 


l.'5.7 


Comedy Situation 


5 


17.. '8 


ft 


14.» 


Football 


« 




4 


17.:j 


Westerns 


7 




li 


17.G 


Music 


» 


12.f) 


12 


11.1 


Musical Variety 




12. » 


8 


12. ."5 


Sports News 


10 


11.0 


l.'S 


9.8 



No. Quarter-Hours: (HtS No. Quarter-Hours: (tf)f) 

SOURCE: Multi-Marl<et TelePulse 

Cottttuettt: Ho.xing stalled losing ground as the most popular type 
oj TV jare early tlils year, dropping to third pluee this jail. The program 
form that has made the greatest strides in vieuer javor during the past 
year, according to the above TelePulse findings is talent competition. 
Two other types that the comparison breakdown shows moving ahead 
are drama mysteric'^ as well as popular comedy situation programs. 



CSSS vepovis vmlio lisU'uiitif went up 17% 
ill TV homes in 18 TV eiiies rliiriiif/ pusi tfeur 

CMS' second edition oj l^arlio in -land makes two salient points: (1) 
Evening radio listening audiences increased in TV homes oj the lop 18 
7/ cities between October lO.'il and October I0.)2; (2) the greatest 
increase in such homes came in \ew York, the city that has had the 
most 11 sets the longest lime. Singling out .\ew ) ork jor jurther 
t realmeni . the CHS brochure with I'ulse as its source — includes a 
chart showing that in three years evening radio listening in \eu ) ork's 
Tl homes has increased 1 07' v. The weighted average oj sets in use 
(Sunday through Saturday C) :()()- 1 1 :()() p.m.) between October l')51 
and October 10.')2 jor all V) Tl cities showed an increase oj 17'(. 
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Ulhat?- 

Your luckiest "fincf" in radio - 
WERD, Atlanta! It's your 
"direct wire" to Atlanta's great 
Negro audience, and to its 
vast— but scarcely 
■tapped — buying power. 




ouve 



found 




WERD listeners have confidence in 
what they hear on.theij station —the only 
Negro owned and operated radio station 
in the U.S. their coafidence shows where 
ft counts TTiosf— at the sales counter, 
where, they buy the products th^y 
hear about on WERD. Write for WERD'a 
'*Proof of Performance." " 



RADIO DIVISION 
Interstate United Newspapers, inc 

Represented nationally by 

JOE UIOOTTOn 
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ATLANTA 

1000 WAHS * 860 ON EVERY ATLANTA DIAL 
J. B. Blayton, Jr., Gen. Mgr. 
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,(^| New England's 

area. 

Eastern Conn . . . 
Served best 
by its largest city 
*NORWICH thru 




Some of Eastern 
Connecticut's big 
installations include 

DOW CHEMICAL 

(.S;.v uiilcs from Xorunrli) 

ELECTRIC BOAT CO. 

(SitbuKit itics) 

SUB BASE, GROTON 

(Tni miles, nearly 
n.OOO people) 

PHIZER CHEMICAL 

AMERICAN SCREW CO. 

U. S. FINISHING CO. 

AMERICAN THERMOS CO. 
and hundreds more. 



Here /s fhe #1 Hooper station 
Vflth the best locol Music 
and News 
programming 

and NOW one LOW RATE 

6:00 AM-10:15 PM 




contact John Oeme, Mgr. 
•Norwich 37,633 
New london 30,367 



in^POKT TO SI»0>S<>KS for 29 Doeombor 1952 

(Continued from page 2) 

General Mills, Torn* cancel 
film commercial plans 

General Mills and Toni have cancelled plans to 
make TV film commercials und er interim SAG agree- 
ment through Producer Roland Reed in Hollywood. At 
SPONSOR'S presstime status of strike which actor's 
guild called against TV commercial producers in New 
York 1 December was as follows: Hollywood Alliance 
of Television Producers has not acted on SAG's bid 
to open negotiations by presenting any counter pro- 
posals. New York producers are looking to SAG to 
resume negotiations with them in January so they 
can offer certain concessions agencies are willing 
to make to SAG, such as reuse payment for film 
commercials used on network over 4 weeks. SAG has 
indicated willingness to lump all reuses including 
spot in single category, with actors and announcers 
getting reuse fee every 4 weeks. Meanwhile all 
film commercial production is at complete standstill. 

Oakite will be in 23 markets 
with radio and TV in January 

Oakite Products reports its radio-TV spot opera- 
tions in January 1953 will entail 13 different TV 
programs and 48 different radio programs. The num- 
ber of cities so far is 23. Frank A. Conolly is 
Oakite's executive on this air media operation. 
(See "Radio-TV help Oakite win the battle of the 
shelves," SPONSOR, 25 August 1952). 

CBS not convening TV affiliates 
with new compensation plan 

CBS has no plans for calling meeting of TV station 
affiliates to discuss revised plan for compensation 
or allocation of network commercial hours. CBS ex- 
plained its periodically making such changes, pend- 
ing on the market. NBC presented such plan for 
revision at meeting with affiliates in Chicago 16 
December. Both sides toasted each other over ac- 
ceptability of plan. 

CBS board holding next quarterly 
meeting in Hollywood 

CBS, Inc., has set Hollyv/ood — 12 January — as next 
place of quarterly board of directors meeting. 
Profit statement for 1952 issued then is expected 
to be percentage point or two either way in profit 
difference as compared to 1951. Books hadn't been 
closed at time SPONSOR went to press but indications 
were that point or two margin would be on profit 
side. Hollywood meeting will afford all non-execu- 
tive members on board to see for first time CBS' TV 
plant, which opened in November. 
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Some of our best friends are surveys. Sur- 
veys are liandy things. After you make one 
you can always throw it away if it doesn't 
show your station in a favorahle light. \^'e 
just had one made and have no intention of 
throwing it awa\. That should give vou a 
clue. 

If you can hoar to wail just a minute, here 
are a couple of old Texas stories which might 
be considered appropriate: 

''That guy just slipped a card from the bol- 
toiu of the deck!"' said a naive visitor to an- 
other watcher of a poker game. The latter, a 
weather-beaten old cowman, answered equa- 
bly. "His deal, wasn't it?'' 

This is about another poker game. The 
dealer unexpectedly pulled his gun, leveled it 
at a fellow player, and ominously remarked, 
"This game's crooked. You're playing a dif- 
ferent hand than the one I dealt you. " 

* * * 

About this survey: ll was conducted at 
Amarillo"s 19.52 Tri-Slate Fair by Market Re- 
search of Cb\ eland, One thousand farmers 



were interviewed. Results were tabulated by 
counties and preferences. Of our 38 BMB 
counties in Texas (50/( or better), KG\C 
was the undisputed first choice as a farm sta- 
tion in 33. tied in one, second in the other 
four. Of the 53 HMB Texas counties in which 
KC/\C shows a BMB of any kmd. we were 
first choice in 41 (3 ties), second in 6, third 
in 3. 

Well, it s true that we were the dealer. Hut 
the players didn't know it. Neither in'erview- 
ers nor inter\'iewees knew who sponsored the 
surve). And if you want to cut the deck, our 
national reps will thow you a copy. 




kGSC-'l I is now under construction, with a mid-March target date. 
710 KC 10,000 WATTS REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY 
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GERBER'S AIR CAMPAIGN 

' Contitiued jroiii pu{ie 23 I 

detail* (I t'iTett> of l>til)\ food adxertis- 
iiiH lliiouuli tlie kale Smith Slioic, 
W t'll-irifoi 1110(1 Iradt- >oiiices ]>(die\e. 
]i(>u(\<r. tlnii- ]ia> liccn ;i marked 
<(ui<'keiiiii<i ill »iile> flue to IN. I lie 
( diiipam < ertaiiil\ gix es e\ ei \ e\ ideiK c 
(d -atisfac tioii. I'ie>idenl Daniel F. 
(leiher. ul.o is not one jii\en to lupei- 
l>ole. declare?: 'TX liaMi't luirt i!« 
an\.' Dan (reilxM i> not (laiiinin<; liif 
T\ effort with faint praise. 

1 lie (ierlxi's aceoinit e\eruti\e at 



l)'Are\ , Ken Phiinl). told sponsor tliat 
one of the most gratif\ing effects of 
the firin s T\' a(l\ertising has heeii the 
enthusiasm generated among the CfCr- 
lier sales force. 

'"\etuork ad\ertisiiig was something 
new to (jerher's." he explained. "Tlie 
salesmen uelcfuned an additional sell- 
ing aid e^jiecialU one with the })restige 
of the Katr Siiiilli Slioic.'' 

Trachi eoo])ei at ion w as first-rate. 
I'hiinh related. 1 here was no real proh- 
lem eoinineing the stores to earr\ 
po'iit-of-purehase material t\ing in 




Ha. 40 OF A SERIES 



HARVARD 

In Points Per Season*' 

WHEC 

In Rochester Radio! 



IN ROCHESTER 432 weekly quarter hour periods are 
Pulse surveyed and rated. Here's the latest score," 



STATION 

WHEC 



STATION 

B 



FIRSTS 216. . .159. 

TIES 35.. . 35. 



STAKON 

C 

...20. 
... 0. 



STATION 

D 

.. .0.. 
...0.. 



STATION STATION 

E F 



.0. 
.0. 



WHEC carries ALL of the "top ten" daytime shows! 
WHEC carries SIX of the "top ten" evening shows 

LATEST PULSE REPORT BEFORE CLOSING TIME 



BUY WHERE THEY'RE LISTENING:- 




NEW YORK 
5,000 WATTS 
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Kate Smith to Gerber's hah\ foods. 
Some of the stores. Plumb said, are 
still displa\ing the original p-o-p ma- 
terial handed out. Mthougii Gerber's 
had excellent distril>ution before going 
into network T^^ its afternoon show 
also heloed them o|)en outlets then had 
had trouble cracking in the past. Ihe 
fact that Gerber's could boa?t that no 
competitor ua.v represented (ni an\ 
broadcast network was a potent weap- 
on in l»ringing the stores around. 

\%h)i (ivrbt'v's list's nvt TV: T||(. 
fart that there's little air ad\ertising 
in llie baby food industr) outside of 
(Berber's calls for some explanation as 
to \vli\ Gferber s went into T\'. 

One of the more obvious reasons 
(Berber's uses I \ is that it can afford 
it. Gerber's spends more on TV than 
any of its com])etitors sj)ends for na- 
tional ad\ertising and local newspa- 
pers combined. But exen Gerber's had 
to cut out about .':?2()().()0() of its news-' 
paper supplement ad\ertising to ease 
the dollar burden accruing from s|>()n- 
sorship of Kate Smith. 

Gerber's and l)'Arc\ feel TV's im- 
pact will {)a\ oIT. iiowe\er. They also 
feel that the emotional apjjeal of ba- 



tree 






10,000 WAHS 
ATLANTA-DECATUR 
A "Dec" Rivers Station 
Call for/oe or Stars, Inc., Atlanta 
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YOU MIGHT 
YOUR BARE 



THROTTLE A LEOPARD WITH 
HANDS - 



BUT.. 

YOU NEED 



THE FETZER STATIONS 
TO MAKE A KILLING 
IN WESTERN MICHIGAN! 



WKZO-l V ill tolcvisioii, WKZO-WJEF in radio — that's 
the easiest way to clioke oflf competition in Western 
Michigan. 

TELEVISION: WKZO-TV is tiie Official Basic CBS Tele- 
vision Outlet for Kalaniazoo-Crand Kapids. Its bright 
Channel 3 picture is received hy a quarter million West- 
ern Michigan and Northern Indiana television homes — 
a 28-county market nith a Net Effective Buying Income 
of more than $2,000,000,000. And here's the stopper: 
The October 1952 Videodex Report credits WKZO-TV 
with 106.1% more afternoon viewers than Station "B" 
— 213.4% more ovening viewers! 

RADIO: You'll look a long time before you'll find two 
more obvious radio buvs than WKZO. Kalamazoo, and 




WJEF, (;rand Rapi<!s. 
petition. Together, tli 



Both are far ahead of all coiii- 
licy deliver 57% more Kalamazoo 
and Grand Rapids listeners than the second-best two- 
station combination in the two cities. It's the sam(> story 
in rural areas. The 1949 BMB Report credits WKZO- 
WJEF with big increases over 1946 in unduplicated 
audiences — up 52.9% nt nighty 46.7% in the daytime — 
and there's every reason to believe similar increases 
have occurred since. 

It will pay you to get the whole Felzer story. Ask your 
\vcrv-Knodel man for all the facts, or write direct. 



*Oii a hunting expedition in Africa, Carl E. Axoley hilled a fttll-groivn leopard by choking it to death. 



WKZO.TVI WKZO 

APIDS trP^ "* WESTERN MICHIGAN ,|, KALAMAZOO 

MTY AND NORTHERN INDIANA ^ anh GREATER > 
i ' - _j WESTERN MICHIGAN 



ALL THREE OWNED AND OPERATED BY 

FETZER BROADCASTING COMPANY 

AVERY KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 





PARTNERS THREE 
FOR '53 

It isn't necessary fo come to Toledo for market, programing 
or availability information— because Toledo and WSPD are, 
expertly represented right in the heart of the nation's time 
buying. centers^New York and Chicagcu 

"Speedy's partner" jn New York h Tom Harker, National 
Sales Manager of Storer Broadcasting G>mpany— In Chi- 
cago, Bob Wood, Storer Broadcasting Midwest Sales Man- 
ager. 

And in 1 953 you'll 'find that Tom and Bob stand ready to 
provide information on WSPD and WSPD-TV. They bring 
Toledo and Northwestern Ohio— with its tremendous facts 
and figures of potential buying power, high retail sales, ex- 
(feptional market statistics as close as your phone.* So in "53" 
make a habit of contacting Tom and Bob— partners in North- 
western Ohio's Sales Stations— V/SPD and WSPD-TV. It will 
make our wish^"A Happy New Year to you" come true», 



WSP 



Storer Broadcasting Company 

lOM mm m. saus mcr 488 msoison m new vsn 




AM-TV 



Represented Nationally 
by K ATZ 



bie? on TV adds a plus to TV's already 
powerful visual effects. 

Furtheriiioi e, the company could 
use T\'^ because of its excellent distri- 
bution. Gerber's is particularly inter- 
ested in reaching urban markets of 
more than 200,000 population, for it 
is in those markets that babv food 
sells best. 

Gerber s important conijjetitors have 
national distribution to an extent, but 
none liave the intensive store cultiva- 
tion of Gerber's. The latter, therefore, 
can be sure that no matter what TV 
market it l)uys. there will be a retail 
beachhead to expand or a substantial 
market to prote<.t. The merchandis- 
ing possibilities inherent in TV^ pro- 
grams was an important factor, too. 

In bu\ ing TV. Gerber's feels it is 
buying insurance for the future, since 
the spectacular growth of baby foods 
during the 40"s is over, \lthough sat- 
uration is far from 100'^^. all signs 
point to more competition. 

The high birth rate, one of the rea- 
sons (though not tlie most important 




ROCHESTER 

\ TAKES TO 
^ THE AIR 

/temitdf 



HERE'S PROOF . . . 

ARBI surve>s show that Roch- 
ester radio listeners spend more 
. . . liU)' More . . . than newspaper 
readers. ( Cop) of surve) s on re- 
quest. ) 

WVET IS 'CARRYING THE 
BALL' IN ROCHESTER 

. . . with More local accounts than 
any other three Rochester stations 
put touether! 

5000 
WATTS 




1280 KC 



IN ROCHESTER, N. Y. 



Repre%ented Nalionally by 
THE BOILING COMPANY 
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reason I for the e\j)an>i()ti of the l)ah\ 
liiod iii(lii-tr\. is expected to hold up 
lot a while. Mtliough tiie inarriaue 
rati has passed it> peak, new hirUi 
(ijiiiies lui\e i)een fooling the expert- 
thiongli the Mirprising increase in 
iiinnher of ■second and third hahie.s per 
laniiK. During I'^.il registered hirth- 
totaled .lo.'i'^.OOO. roniparocl with 2.- 
Kid.OOO in V)\0. 

I)e>pite ail these promising figures, 
experts ha\e been ileteiting a long- 
term drop in the total hal)\ population 
under two. which eompriso- the big 



market for strained and chopped bab\ 
loods. !• rom a high of 7.-1 million in 
\9\(>. the experts are forecasting a 
drop to 4.7 million in 19.'S.'>. 

I) \n-\ estimates the saturation per- 
centages for hal)\ foofls I except milk i 
in the I . S. as follows: cereals. 7.5' < : 
-trained foods, (tr>''f ; junior or < hopped 
foods. 3()'y , It i- obvious there is room 
for inipro\ enient in the junior foods 
category. Bab\ food manufacturers 
are also tr\ing to get nu)thers to (ll 
feed their children a greater variety of 
babv food.s, (2) feed thein babv foocK 



FOR ■ — --^.mjg'^ 

BK., .. vvft.v, , ^ho 



save ^ ".e Ce., . ^" ca^ • '^e . 

81.80. 

of their ^J'"' sonp f'" Of 



y fcy 



'95? 




BROADCAST MUSIC, INC. 



more often, and 1 3 i extend tlie age 
during which children eat these foods. 
For example, some mothers will feed 
their three- or four-\ ear-old children 
junior foods for dessert. \'er\ old per- 
son.s and those on diets are also con- 
sidered a market bv the baby food 
agencies and processors. 

Die saturation figures are high 
enough. liowe\er, to make aii) baby 
food manufacturer realize that if he 
wants to realh increase lousiness, he'll 
have to do it at the expense of his 
ci)inpetitor. \ot tliat this kind of com- 
petition is new to the baby food busi- 
ness. 1m en in its days of earl) growth, 
l)ab\ food advertising was aimed to a 
sireat extent at the then existing mar- 
ket. It is generally agreed among ad- 
v(^rtising men, no matter what product 
the\ are promoting, that it is easier 
and more economical to cultivate an 
existing market than to go in for mis- 
sionar\ ad\ertising. 

Furthermore, the bah) food adver- 
tiser has the peculiar distinction in 
that he ine\'itably loses e\en his satis- 
fied customers. The baby food market 
I onsists of a flow of customers that is 
contimiall) streaming by and the ad- 
vertiser nuist continually dip into this 




OUTLETS 

LOCAL 
RATES 



With KWJJ, National Advertisers can 
take advantage of Local Rates. Your 
nationally advertised product, when 
local retail outlets are used as the 
advertiser, is entitled to local rates. 
KWJJ's sales staff will be glad to help 
you 'n lining up cooperative advertis- 
ing with retailers on this money-saving 
plan. 

OREGON'S 

"Wo./ Po,„erfJ" 
Independent Station 

1011 S.W. 6th Ave. 
PORTLAND. OREGON 

National Representatives: Weed & Co. 
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BOTH saturate 

a Rich Market's Yours for the scheduling ! 
WHIO-TV coverage 

Twelve out of the top fifteen once-a-week shows in the / 
WHIO-TV service area — all of the first seven shows— 
are seen on WHIO-TV. {Septemher Pulse) 

WHIO coverage y 




37.9% of the total radio audience. This compares with 
13.5% for Station B; 26.5% for Station C; and 14.1% 
for Station D. {Hooper average for the past year) 



THE DAYTON MARKET 

1,293,595 prosperous prospects — 366,457 families. Payrolls 
in Dayton for 1951— $630,951,822. Retail sales for Dayton 
and Montgomery County — $475,000,000. Average weekly 
industrial pay check — $83.67* — highest in Ohio, one of 
highest in the country. Dayton has been designated a "Pre- 



ferred City" by Sales Management for the past 20 months. 




YOU CAN DOMINATE THE DAYTON MARKET WITH EITHER 



WHIO-TV OR WHIO— WITH BOTH OF THEM TOGETHER, 
YOU CAN SATURATE IT. ASK NATIONAL REPRESENTATIVE 



GEORGE P. HOLLINGBERY CO. FOR FULL INFORMATION 
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IFt' deeply apprecuite 
the op port unity of scrvitig you 
(lining the past year. 
And for the future 
we ivisli you prosperity 

and every Jiappiness 
a New Year can bring. 



^^cluerledt l^e6eurcli 
90 BAYARD STREET 
NEW BRUNSWICK. NEW JERSEY 
Charter 7-1564 
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stream to keep his business going. A 
new potential customer is boni to tlie 
baby food industry every eight sec- 
onds, hut so is a customer lost every 
eight seconds. 

For all these reasons, Gerber's feels 
that it needs something like TV to 
keep its grip on first place and its 
name before the public. 

Tfsiuiy T\: Dan Gfrber is no man 
to buy a pig in a poke. The first ex- 
periment with TV was in 19S0 under 
the aegis of the whilom Federal Adver- 
tising Co, Ken Plumb, then, too, Ger- 
ber's account man, decided upon a 
two-station TV test. (Later, Plumb 
went to D'Arcy along with about half 
of Federal's personnel when the latter 
agency split up. I 

Chosen for this test were \S'^7\BD. 
\ew York, and WTTG, Washington, 
both DuMont stations. The show was 
The Most Imporlanl People with Jim- 
my Carroll and his wife. The test 
went on for 26 weeks during the 1950- 
51 season. 

The TV exj)erinient was not entirely 
conclusive, but the Gerber people felt 
it was. at least, a foot up. Substan- 
tial sales increases were registered in 



CBS 

RADIO 

KFMB 



550 K.C. 
San Diego, 
California 



|ahn A. Kennedy, Board Chairman 
Howard L. Chernotf, General Manager 



Represented by The Branham Co. 
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INDIANAPOLIS, IND. (WIBC) 

"CONTINUOUS SPONSORSHIP BY PETER PAUL CANDY 

OF THE 7:00-7:10 A.M.AP NEWS SPEAKS FOR ITSELF — 

THEY ARE NOW IN THEIR SEVENTH YEAR." 

RICHARD M. FAIRBANKS 
PRESIDENT, GENERAL MANAGER 

CHARLOTTESVILLE, VA. (WCHV) 

"AP NEWS SERVICE IS THE BACKBONE OF OUR RADIO 
STRUCTURE. OUR NEWS SPONSORS, 18 DIFFERENT ONES 
DAILY, FEEL AP NEWS IS RADIO'S STRONGEST FEATURE 
AND PUBLIC SERVICE. AP NEWS SERVICE, WHILE 
OBVIOUSLY PROFITABLE, ENABLES US TO FULFILL ONE 
OF OUR MOST IMPORTANT OBLIGATIONS TO THE PEOPLE 
OF OUR COVERAGE AREA." 

ROBERT C . WALKER 

MANAGER 

WASHINGTON, D. C. (WTOP) 

"AP NEWS DOES AN OUTSTANDING SELLING JOB FOR RADIO 
SPONSORS. I DON'T KNOW WHAT WE'D DO WITHOUT IT." 

JOHN S. HAYES 

VICE-PRESIDENT, GENERAL MANAGER 

LOCKPORT, N- Y. (WUSJ) 

"AP NEWS ALWAYS ENJOYS PEAK AUDIENCES, PEAK SALES. 
ADJACENCIES TO AP NEWS ARE A NEAR SELLOUT. WE'VE 
JUST SOLD ONE AP SHOW FOUR YEARS IN ADVANCE— 
AP'S 1956 ELECTION RETURNS." ^^^^ ^^^^^^^ 

STATION MANAGER 
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\\ ii^hinjrtcii and smaller iiit rcasos in 
New ^ ork. "\\ Iiere the consumer had 
a free choiee. " I'lundt ^a^d. nieaniii|i 
W'asliinatun. "the te>t was Micce-^ful. ' 

Federal then wetit ahead and made 
a Mir\e\ of its own anioni' mothers of 
hahies in I \ homes. I lie interviewc^rs 
found out a \ery interesting tiling: 
Most n.odiers < ()ni|)iaitieil that the} 
difhi't ha\e a minute to tiiemselves 
what with diajiers. formuhis. and so 
forth. However, tiie mothers usually 
took ([uite a Ions lime ex|daining all 
this. Federal contdnded that mothers 
not onl\ could find time to listen to 
T\ but welcome a break in the day's 
monotonous routine. 

The ne'^:t thing to find out was: 
What is the best time to telecast to 
mothers of ha!)ies? For this job Fed- 
eral retained Fulse Inc. and Graham 
Research Service for field work and 
taliulation. There were ititerviews with 
2r>{) mothers with babies in \ew' ^ ork 
and Lil in Washington. Pulse cov- 
ered, as [);^rt of its regular service, 
9M\ Vy homes with babies. 

Flere are some of the facts that 
|>o|)|)ed up: 

• \niong families owning TV se's, 
more than have <'hilflren whose 



age makes them baby food consumers. 
1 Ins is about 2''^ higher than the na- 
tional figure of families with (diildren 
under two years of age. 

• T\ got less attention from moth- 
ers in the morning than frt)m the gen- 
eral 'r\ audience since this is the j)eri- 
od of greatest acti\it\ for housewives. 

• A majorit\ of mothers rej)orted 

★ ★★★★★★★ 

»'\\ lirrc prtxliirt dcmoustralion !•« nec- 
essary, wo li;i>e CouikI the local kitchen 
or cooking show a good het for the 
h>>v-«h)lhir hiidgct. Ilcrr- again, and 
>ery ollrn lor lilllc more than ihc price 
of a (; ass I? spot, commercial mileage 
fre<iiienlly exceed.s what you >vonld nor- 
niallv expect from s.nch lo>v-raled 
jhows," 

l'.\L L IMIILLII'S 
Hadin-TV Director 
The Aitkiii-Kyuoii Co. 

PliHadrlpliiti 

tbey have certain hours free for self- 
selected activities in the afternoon. 
The time between 2:00 and 5:00 p.m. 
got the most votes with 4:00 to .i:00 
p.m. registering first in popularity. 

• '\fter a TV ^ie\ving slumj) l)e- 
tween 6:00 and 8:00 p.m., a sharp 
rise in \iewing by mothers occurred 



between o:00 and 10:00 p.m., during 
which time the optimum mother audi- 
ence was achievefl. 

• Programs of entertainment were 
l^referred by niolhers. In New York 
and Washington Kate Smith ranked 
first. 

Although the evening hours attracted 
the most mothers, Gerber felt that the 
cost of nighttime T\' was prohibitive. 
Moreover, there was a lot of waste 
male circulation at night. 

Once nighttime TV was discarded, 
the choice was pretty obvious. 

SeUtiiy on TV: Gerber's gets about 
two minutes and 1.5 seconds for com- 
mercial copy on the Kate Smith Show. 
This breaks dow n, so far as Gerber s 
is concerned, into two one-minute film 
commercials plus lead-ins from the 
|)rogram star. 

D Arcy belie\es that the Gerber's 
slogan — 'Tjabies are our business — 
our only business" — has done more to 
sell Gerber s bab) foods than any oth- 
er single line of copy. This is not just 
guesswork. In studies on brand |)rel- 
erence, the commonest answer given 
bv women who chose Gerber's foods 




the New York sta 
where listeners list\ 
and sponsors sell . . . ker 
station of MUTUAL 
Broadcasting Syste7n 




is that they like to hu} from a firm 
that specializes because such a firm 
must surely know its business. (Ger- 
ber's gave up adult foods in 1943.) 
Every one of the se\en TV commer- 
cials winds up with this slogan. 

The commercials al,-o make much 
use of the Gerber's trademark — its 
well-known baby picture. "Look for 
the Gerber baby . . ." most of the 
commercial? urge. Gerber's trademark 
is now 25 years old. 

The Gerber's connnerciais stress the 
variety of its baby food line. Its as- 
sortment, the biggert in the business, 
now totals 56 varieties. Copy that 
goss to town on superlali\es and ex- 
aggerated claims has been banned by 
Dan Gerber. 

Commercials say. in mouth-watering 
terms, that the food is tasty and nu- 
tritious. They suggest food purity, 
without making a point of it, by us- 
ing the words "true-color" and "true 
flavor." They are intended to make 
the mother feel that baby will just 
love the stuff. 

The time-saving asj)ects are played 
down. First of all, the educational ad- 
vertising days of bab\ food are over. 
Secondly, time-saving is a theme that 



can also sell competing brands. Third- 
!}. D'Arcy believes that mothers have 
a "martyr complex" and prefer buy- 
ing food for baby because they feel 
it s good for baby and not because it's 
easier on themselves. However, when 
it conies to pointing out that canned 

★ ★★★★★★★ 

"Agency inaiiagemeiit's resi)onsil)ilily 
is to hriiig aliout an adequate ecmpre- 
hension of the agcney strnclure and ihe 
ageuey fiinetion so lliat ihf paramount 
imporlance of t-realive work is reeog- 
nized. It is important that such an 
understanding exist, not on!y wilhin the 
ageney l)nt wilh ils elients.'^ 

LOUIS N. BKOCKWAY 
Executive V.l*. 
y'oung <S' Rubicam 

★ ★★★★★★★ 

baby foods are easier for father when 
mother is away, that's a strong sales 
point. 

These sales messages on film are 
going out to 65 TV markets, the whole 
TV kit and kaboodle in the U.S. The 
Kate Smith program itself is currently 
going to 63 markets with Indianapolis 
and Toledo just carrying spot an- 
nouncements because of inability to 
clear time for the program. Four of 



the Kate Smith markets are also using 
spot announcements to bolster special 
sales campaigns. 

Five- additional stations have been 
ordered and will carry the Gerber sell- 
ing messages just as soon as they get 
on the air. D'Arcy expects an addi- 
tional 20 stations to be on the air by 
31 March and the agency iiojies to be 
on every one of them. 

Gerber's doesn't have to buy all 
these markets. It could buy only 49 
if it wanted, but it is determined to 
get into as manv TV homes as it possi- 
bly can. According to Nielsen, Ger- 
ber's was tuned in by an average of 
2,411,000 homes during the two weeks 
ending 25 October, the latest period 
available. At thst time, Gerber was 
on 60 stations with Kate Smith and 
was blanketing 97.7% of all TV homes. 

The Nielsen rating was 12.9; that's 
a six-minute Eudience rating that 
eliminates all dial twirlers. At the 
same time, Gerber reached 5.5% of 
all radio homes, which isn't bad con- 
sidering that another 1.4% would 
have brought it into a rating among 
the top 10 \ielsen radio shows. (Jack 
Benny got 9.6 Nielsen for his top-rated 
radio show I . 



Word about WOR does get around — 
in the program listings of 115 daily news- 
papers—far more than carry the 
listing of any other station anywhere! 

WOR's signal penetrates 14 states and 
reaches over 26,000,000 people. No 
other station in the country serves as 
large or as productive a market. 




Word about WOR gets around to advertisers, 
too— and the word is — it SELLS. Year 
in, and year out, WOR sells more 
products for more advertisers than any 
other station in the United States. 

Learn how WOR can sell for you. 




COVERS AIL OF 
Rich Centrol Mew 



^■Hn 



BMB Nighnime 
Audience Familie s 

214,960 



A Stable Market 



(^(■nlral \i'\v Yurk is a h'v^ largrl for any national adver- 
li--cr. It i« a stable, dcprc-^ion-pruof markfl — a iiiagnifirfnl 
If-i iiiarki't . 

All 20 of lh<> indtisliial cla^-ificalions listed in the U. S. 
f'.cn^ii- of Mantifactiiriiif; are well ifjiresented in the 
S>rr.<'ii-.e metropolitan area. It is the dislrihiilion center 
oi New ^ ork State—the center of a rich agricultural area. 

(lenlral New Yorkers are uorlli yotir hest spiling efforts, 
directed llirougii tiieir radio station- WSY R. 





ACl/S£ 

NBC AFFILIATE 



WSTH-AM • FM • TV— rt« Only Compfete Bmodcast InttituHon ^ 
In Centnl N»w York^ 

WRITE, WlltE, PHONE OR ASK HEADLET-RE£D 



A 12.9 Nielsen is higher than any 
other Kate Smith segment. Gerber's 
has been pretty lucky all along in this 
respect. I he ratings will get even 
higher as the season progresses, for 
Octoher does not produce particularly 
hea\y listening. For the two weeks 
ending 9 Februar) . this year, for ex- 
ample, Gerber's copped a 16.4 Nielsen 
rating on an average minute basis, 
which dilTers only slightly from the 
six-nn"nute rating. 

Another factor in Gerber's favor is 
that it is on the last segment of its 
particular Kate Smith hour. Since 
there is a sharp drop in listening by 
mothers after 3:00 p.m., as shown by 
the Pulse-Graham studies, the mother 
lea\es TV with the Gerber's message 
freshest in her mind. 

Gvrhvr's competition: Gerber's vir- 
tual monopoly of air advertising 
among the baby food companies points 
up the rare use of it in this field. Even 
Gerber's had used netwark selling 
onlv once before buying into the Kate 
Smith show. That was an ill-fated ra- 
dio venture in 193,i, when the elderly 
opera diva, .Mme. Schumann-lleinck. 
was aired for a short period. It pro\ed 




We've Millions of 'Em... But 




James M. LeGate, General Mamger 

5,000 WAHS • 610 KC • NBC 

Af*/ionj/ Sep., George P. Hollingbery Co. 



...that's just part of the Miami story! 

We've 600,000 year 'round residents 
...the majority of whom derive their 
income from local industry that, in 
many cases, manufactures products 
distributed throughout the world! 

You might be surprised to know 
that there are better than 1,150 
manufacturing plants in the 
Greater Miami area! 

And, WIOD has served the Miami 
market well for over 26 years! 
For the details... just 
call your Hollingbery Man. 




m 

Northern 
California 
find their 
favorite TV 
sports show 



WINTERLAND 
WRESTLING 

(Tuesdays, 9 p. m.) 
on TELEVISION 

CHANNEL 5 

San Francisco 
Represented by The Katz Agency 
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only one thing about network radio: 
that the elderly lady's fame could not 
overcome the fact that she no longer 
had a voice. 

Heinz used sporadic hitchhikes ad- 
vertising its baby foods when it spon- 
sored Ozzie and Harriet on radio. B'lt 
its main emphasis was on its cream of 
tomato soup and its aim was to give 
Campbell a run for its money. 

Clapp baby foods got a nudge on 
WABD, New York, with DuMont's 
Starring the Editors, but it was a co- 
sponsorship deal, with Grand Union 
supermarkets being the primary adver- 
tiser. Clapp was also on "Marketcast" 
for a while. This is run by the Super- 
market Broadcasting System and is 
not, strictly-speaking, broadcasting, 
but is advertising piped into super- 
markets by telejihone lines. 

SHS covers 120 independent chain 
stores in New York City. Among tlicin 
are Einhorn's. Food Fair. King Kul- 
len. Associated Food Stores. Accord- 
ing to Samuel Gellard. SHS general 
manager, Clapp withdrew after a short 
run because it felt its selhng efforts 
should be borne primarily by its own 
sales staff. 

The Clapp brand has gone through 
a number of ups and downs during its 
history. It was first on the market 
with baby foods. This was back in 
1924 when it was an independent com- 
pany, Harold H. Clapp. Inc. Later, it 
was taken over b\ Johnson Johnson, 
which continued to emphasize Clapp's 
drug store distribution. 

Beech-\ut replaced Clapp on '"Mar- 
ketcast" and has been using it fairly 
heavily for reminder advertising. 
Beech-Nut runs 30 baby food an- 
nouncements a week, fi\e a da\. SBS 
backs up it? clients with a merchan- 



dising department which checks stocks. 

Four years after Clapp broke the 
ice with its introduction of baby footls, 
the Fremont Canning Co. (it was 
changed to Cerber Products Co. in 
1941 ) came out with a similar line. 
Its tactics revolutionized the business 
and put it into a position of leader- 
ship which is unquestioned today. 
{Claj)p was claiming to be first in sales 
during the early 40's but the Gerber 
people insist they have been in first 
place almost from the beginning.) 

Gerber's (or Fremont's) revolution- 
ary sales idea was to take baby foods 
out of the drug store and put it into 
grocer) stores. It ran into trouble at 
first from stores which refused to be- 
lieve bab)' foods would sell. Dan 
Gerber and his father. Frank (now 
chairman of the board), decided to go 
over the stores' beads. 

They mapped out a direct mail ap- 
proach. Coupons were inserted in 
magazine ads offering a selection of 
baby foods for Si. Fremont lost 
money on the deal (the kit cost $1.1.5) 
but it broke down grocer resistance. 
Looking back, some baby food peojjle 
consider this resistance rather strani^e 
considering that Fremont was offering 
to sell at 150 retail in a grocery store 
what Clapp was selling at 350 (the 
same weight) in drug stores. 

Clapp was also first to come out 
with junior, or chopped, foods. The 
time was 1938. Heinz and Gerber's 
stepped in line the following year. 
This year Gerber's took the wraps off 
something new of its own: a teething 
biscuit for babies. The story behind 
it (and the agency swears it's true) 
is that Dan Gerber got the idea when 
he saw his grandchild grab a dog bis- 
cuit away from the famih pet. * * * 



MEN, MONEY, MOTIVES 

{Continued from page 8) 

had all the nc<essary services set up 
and going. 

# * # 

In contrast to this point of view, re- 
call the case of David J. Mahoney. He 
was 29 years of age, hot as a pi>lol, a 
vice president at Huthrauff & Ryan 
drawing $25,000. His career seemed 
assured. Yet Mahoney deliberately 
elected to break away from K&H and 
swing his own shingle with the $1,500,- 
000 Virginia Dare account as a starter. 
» * * 

It is said sometimes that TV explains 
current agency mergers. Granting that 
TV qualifies as a migraine headache 
and that its intricacies are terrifying 
compared to radio one doubts that TV 
alone can explain agency merger. Typ- 
ically ad agencies buy TV from pack- 
age program sources, simply slap their 
15% commission on top of the over- 
all package price. 

* « » 

Capital gains probabl) explains why 
many an agency partner wants out. 
He may not only stash a substantial 
lump sum after paying 26% tax but 
go into a new agency at a bigger sal- 
ary than he previously drew while at 
the same time, taking stock in the new 
agency, set himself up to repeat the 
capital gains payoff in another five 
years or so. The dean of accountants 
in the agency and media field, J. K. 
Lasser. has pointed out in Advertising 
Age the morbid restlessness of ad agen- 
cy partners around age 50. As we our- 
selves have put the matter "It's some- 
times dangerous for an 'old' agency- 
man surrounded by ruthless 'young' 
men to delav taking a profit." * * 




This is WHDH's Christine Evans! 

Mon. thru Fri. 9:35-10 A.M. and 1:00 to 1:30 P.M. 



One of the outstanding WHDH 
personalities who is setting your 
products to Eastern New England's 
Market of over 1,500,000 Radio 
Families. 

Subsidiary of the Boston Herald-Traveler Corp* 
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PINPOINY 
YOUR 

PERSISYENY 
SALESMAN 

H / 

UNDUPUCATED 

COVERAGE IN 
240,000 HOMES 
WITH PERSISTENT 
SELLING TO MORE 
fHAN 720,000 
PEOPLE . . . 
IN PROSPEROUS 
SOUTHERN 
NEW ENGLAND 




MR. SPONSOR ASKS 

{Continued from page 61) 

functions as a public service are ways 
of supporting an institutional message. 

Another facet of the institutional 
program is selling the hank as a good 
pla<-e to work. This is particularly im- 
portant today because of the generally 
lower scale of bank salaries. 

It is sometimes practical to use ra- 
dio to sell a bank s ''blue chip" services 
like custodian accounts or trust serv- 
ices. To reach this audience. AM and 
FM stations carrying classical music 
piograms are the most appropriate. 

In the case of savings banks, broad- 
<'ast advertising nmst be used with cau- 
tion because of geographical limita- 
tions and lack of branches. Emphasis 
should be placed on bank-by-niail 
services. 

Since women comprise the largest 
group of savings bank depositors, day- 
time participations with a gift offer 
can be an effective means of bringing 
in new bank-b}-mail accounts from 
the ladies. 

EdvviiN R. Rooney Jr. 
Radio & TV Director 
Dor emus & Co. 
New York 



Aepr«ienf«{J Nationally by 

Weed Television 

lit Htm fAf^nri — i«rtK* IpiuMii 



WOMEN 

in 

Northern 
California 
find their 
favorite TV 
home program . . . 

KPIX KITCHEN 

with Faye Stewart 

(Mon. thru Fri., 1 p. m.) 
on TELEVISION 

CHANNEL 5 

San Francisco 
Represented by The Katz Agency 




w m 

WAVE-TV 

OFFERS TOP 
AVAILABILITY! 



A few top-notch spot partici- 
pations are now available on 
"MASTERPIECE MOVIE- 
TIME", at surprisingly low 
cost! 

FORMAT: A tremendou.sh 
popular series of topflight 
modern film features never 
before telecast in Louisville. 
Now in its second year, 
"MASTERPIECE MOVIE- 
TIME" is a master audience 
puller ... a truly first-class 
show. 

TYPICAL SHOWS: Upcoming 
features include "Without 
Honor" (1949) with Laraine 
Day and Franchot Tone; 
"Scandal in Paris" (19-47) 
with George Sanders and 
Carole Landis; 'Johnny One 
Eye" (1950) with Pat O'Brien 
and Wayne Morris; and 
"Don't Trust Your Hus- 
band" (1948) with Fred 
MacMurray and Madeleine 
Carroll. 

TIME: Tuesday night at 9:45 
— the perfect movie-time for 
televiewers. 




NBC • ABC • DUMONT 

LOUISVILLE, KENTUCKY 

FREE & PETERS, Inc. 
Exclusive National Representativei 
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Mr. Day 



111 my opinion, 
selling securities 
on the radio pre- 
sents a greater 
challenge than 
many other sales 
johs. It is essen- 
tial that )ou win 
the confidence of 
your listeners to 
a far greater ex- 



tent than when 
you are selling any other product. 

We have found that a steady, relia- 
ble type of program, featuring, for in- 
stance, a well-known and highly re- 
garded news commentator, is the most 
effective means means of capturing the 
attention of the serious type of radio 
listener likely to be interested in the 
purchase of investment securities. 

One such conmientator is Henry 
Gladstone. His program (on WOR) 
has had more than a fair share of suc- 
cess through the years, and has ob- 
tained for Albert Frank-Guenther Law 
a very satisfactory response and the 
type and quality of customer our cli- 
ents desire. 

Robert W. Day 
Vice President 

Albert Frank-Guenther Law, Inc. 
Neiv York 



News, either 
radio or televi- 
sion, hacked up 
with a good spot 
schedule, in our 
opinion, is the 
best way for a 
bank to reach 
audiences at an 
affordable rate. 

This is based 




Mr. Wheeler 



on the findings in a survey that our 
agency has recently completed, as well 
as our first-hand experiences in work- 
ing with hank clients. 

Our three-month survey of bank ad- 
vertising on TV ( based on an 85% re- 
turn of mail inquiry to 110 stations) 
showed that in the second quarter of 
1952, ?{} banks were sponsoring TV 
programs on 45 local stations. Of the 
types of shows being used, news pro- 
grams led the list with 22 bank spon- 
sors; documentaries were next with 
eight banks; panel programs had 
seven; nature programs, six. Sports, 
drama, variety were also represented. 

Most banks are interested only in 
local advertising, want to reach audi- 
ences at reasonable costs. Our client, 
the Chase National Bank, sponsors a 
five-minute news strip on a top New" 
York radio station in the morning at a 
time when the sets-in-use figure is near 
its peak; also one-minute recorded an- 
nouncements adjacent to news shows 
on other AM stations. In the evening. 
Chase sponsors three five-minute tele- 
vision news show's a week, supplement- 
ed by TV chainbreaks next to high- 
rated network news programs. 

News shows are prestige programs, 
appeal to an adult audience. Bank- 
sponsored news shows, according to 
our survey, vary in length from five to 
thirty minutes, range in cost from $147 
for a 10-minute program in a Midwest 
town, to $1,100 for a 10-minute show- 
in a large eastern market. With few ex- 
ceptions, these news programs deliver 
audiences at a very economical cost- 
per- 1,000 rate. 

Clinton F. Wheeler Jr. 

Director of Radio-TV 

Hewitt, Ogilvy, Benson & Mather 

Neiv York 



ROUND-UP 

{Continued from page 67) 

singing and piano-playing m.c, John- 
II) Andrews, an orchestra I with two 
units, one for pop, one for Dixieland 
renditions), and two vo<alists, one 
nuile, one female. Morning Bandwag- 
on, as it's called, does not neglect tlic 
morning "necessaries"- -time signals, 
weather reports, and news, integrated 
with its live wake-up entertainment. 
Sponsors are, of course, cordially in- 
vited to participate. 



Some 100 country music d.j.'s from 
all around the United States poured in- 
to Nashville on 22 November at the 
invitation of WSM, to help celebrate 
the 27th anniversary of the Grand Ole 
Oprr program (NBC). In addition to 
the traditional on-the-air observance of 
the anniversary, the guests attended a 
cocktail party and dinner at the An- 
drew Jackson Hotel. 



To help brief prospective TV station 
operators on basic television operation 
facts, W15TV, Charlotte. N. C, held a 
"Southeastern Television Conference" 
on 3 and 4 December. More than 100 




potential video operators attended and 
participated in a series of panel discus- 




This IS WHDH's Fred B. Cole! 

Mon. thru Sat. 10:00 A.M. to 12:00 NOON 



One oi th^ outstanding WHDH 
personalities who is selling your 
products to Eastern New England's 
Market of over 1,500,000 Radio 
Families. 




Subcidiary of the Boston Herald-Traveler Corp. 
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ABOUT ^3 OF ALL 



SALES MADE IN VIRGINIA 



ARE TO 

WDBJ LISTENERS! 



T^KM Wm^J I '^^^ 5000 WATTS . 960 SC, 
HH ■11'% I ^Vl.* 41,000 WATTS * 94^ MC 

WW Ir V^i ROANOKE, V,A . 

Owned n/tfi Optfa(«d hr'^* TtM^S WORLD COTtPOBATlON 
FREE & PETEHS. INC.. National BtpTwnlaUvma 




CnS-TV nnd 
IM'MO.XT-TV 



llriii;£iii;^ T«'iovisi«»ii f<»r fii«' FlltST fini«' 
l«» fii«' fai>iii«»ii.s S«>iilii\vcsl M»rk«'l! 



Xnlinnnlly HoproHvntril by 
fiU' 




MW tOIlK MIU Al.o HIM I MUKMt s \ V I II \M J'-C O M\TTII l.iiv ,^V(.^,1.^■ 

I( < 1 1 1 M( I C! K i!U(»,Mic, \s i I \(; ( onrou \ ri(».N' 
l><trr;iiii-i- l>. it fxicrick , < liiiirniaii \'a\ \.av* rt %\t' r , I*r<-st«l4^iit Dit'k Watts, Suit's ^1ai><if;i- 



sioiis oil TV problems conducted by 
iiieiiibers of tbe WBTV sales, promo- 
tion, production, program, engineer- 
ing, and business staffs. Speakers at 
the conference included Dick Dolierty 
of XAFITB; Reed Rollo, Washington 
attorney; Gaines Kelley. Wa^MY-TV. 
(/reensboro; Howard Head, A. D. 
Ring & Co., cnnsulting firm. FCC Com- 
missioner Robert Bartle\ spoke at the 
final session, where the above photo 
was taken (1. to r. I : Larry W^alker. 
v.p., Jefferson Standard Broadcasting 
Co.; Joseph \I. Ikyan, president, same: 
Cc^nnnissioner liartley : Charles H. 
(]rutchfield, executive v.p. and general 
manager, WBTV. 



A "1952 Television Workshop" was 
conducted in Washington, I). C, re- 
centh by the National Capital Forge, a 
division of the American Public Rela- 
tions Association. Over 100 APRA 
niendters and guests attended; officials 
of Washington's four T^ stations. 
WMAL-TV. WXP.W. WTOP-TV. and 
\\TT(i. particijjated in panel discus- 
<"ons. A Sjjecial Award scroll for out- 
standing public relations service went 
to the National Bank of Washington 



4^ CHILDREN 

in 

Northern 
California 
find their 
favorite TV 
kid show . . . 

CAPTA/N 

(Mon. thru Fri., 5:30 p. m.) 
on TELEVISION 

CHANNEL 5 

San Francisco 
Represented by The Katz Agency 
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for its sponsorship of the TV program. 
Your Commissioner's Report. Key fig- 
ures at the workshop were (plioto, 1. 
to r.) B. L. Cohoii, president. National 
l>aiik of Washington; Paul H. Bolton, 
piesident. Al'KA Forge t^wlio is hold- 




ing a copy of SPONSOk's "'TV Diction- 
ary/Handbook for Sponsors" which 
came in for attention and praise); 
and Howard P. Hudson, general chair- 
man of the "Workshop." 

« * « 

Life insurance needn't be sold with 
a long face, maintains Mike Carlock, 
partner in Calkins & Holden. Carlock, 
McClinton & Smith, New York. That 
ad agency, which handles the Pruden- 
tial Insurance Co. advertising, has in- 
augurated a new selling approach for 
its client, which follows a humorous 
pattern. For TV, for instance, they 
have prepared film conunercials on a 
light-hearted note, some of which have 
provoked real "'yoks" from preview 
audiences. The humorous vein runs 
through Prudentials other advertis- 
ing, too. Mike Carlock contends thai 
the light touch makes Prudential seem 
a warmer and more human organiza- 
tion to people, important because, as 
he says, "life insurance is not a prod- 
uct, but a very personal service." *** 



SINGLE RATE 

{Continued from page 21 ) 

In contrast with the opponents to 
the idea there were some reps who said 
lli(>\ looked on the single rate as the 
simplest and quickest way to help a 
large number of stations in TV areas 
to solve their dilemmas of rate reduc- 
l on. Other reps preferred seeing their 
stations readjusting their rate struc- 
tures according to some fornmla that 
would weigh set tune and coverage 
circulation of today as against the same 
such factors that prevailed in their 
area in 1949. 

Still others stressed the liming ele- 
ment, pointing out that a station should 
consider its local nighttime commit- 

44For years we've been liearinji the 
prssinii.».t» say that the radio hiisiness 
Mas (hie for a depression. They pointed 
out that saturation Mould curtail radio 
sah's . . . later they said teh-vision Moiihl 
kill it completely. So Mhat happens? 
This year there Mill he eight million 
home radios sold versus five-and-a-half 
million television sets." 

EDWARD R. TAYLOR, V.P. 

Motorola, Inc. 

★ ★★★★★★★ 

ments and calculate how much volume 
it might loose by equalizing rates. If 
the dollar difference from the lowered 
rate is worth risking for the potential 
added revenue from national spot, dien 
make the switch, some of these latter 
reps urged. 

Among the rep organizations with 
implicit faith in the dieory that the 
single rate will bring with it a sharp 
increase in nighttime radio are Ed- 
ward Pelry & Co. and John Blair & 
Co. One of Petry's 50-kilowatters, 
WSB. Atlanta, has already adopted the 



single rate and the Blair firm looks to 
many of its other stations moving in 
WSB's direction during the early part 
of 19.53. 

Blair will have 1)\ 15 Januar) 25 
stations that have gone on the single 
rate or made siibstaniial readjustments 
in the nightlmie rate brackets. The 
Blair client whose amiouncement of 
conversion to single rate garnered con- 
siderable attention in agency circles 
was the Don Lee \et\\ork. The re- 
gional lowered its nighttime rate to the 
daytime rate and made this single rale 
applicable from 7:00 a.m. to 10:30 
p.m. Dick Buckley, Blair's v. p. in 
charge of New York radio sales, said 
that the reactions it had alreach re- 
ceived made him feel (hat Don Lee's 
move was smart and tiniel). P&G, he 
added, looked like a nighttime ]3rospecl 
for the big West Coast regional web. 

The Kalz Agency rei)orted thai nine 
of its stations had already eipialized 
their rates (two of them for announce- 
ments only), and that two more sta- 
tions of single rate persuasion would 
be announced around the start of Jan- 
uary. Some of these stations, it was 
explained, reduced their nighttime rates 
to match daytime, while others in- 
creased their daytime rate and then 
matched the nighttime rate with the 
new daytime rate. 

Other reports from the rep field on 
the single rate development: 

Free & Petert— a number of its sta- 
tions have taken the matter of rate 
readjustment under consideration hut 
none have decided to do anything 
about it. 

Henry I. Christol Co. — so far as 
could be determined none of its sta- 
tions have adopted the rate nor are 
they contemplating doing it. 



This is WHDH's Ray Doreyl 

6:00 A.M. to 9:00 A.M. (Mon. thru Sat.) 7:00-7:30 P.M. (M-F) 
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One of the outstanding WHDH 
personalities who is selling your 
products to Eastern New England's 
Market of over 1,500,000 Radio 
Families. 
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STATISTICS 
WORTH 
STUDYING 



Students are a hidden asset among population 
figures in any listening area. Central Ohio, heavily 
populated and possessing more colleges and uni- 
versities than any other area of similar size, pro- 
vides an extra large bonus audience. Ohio State 
University, in Columbus alone, has 18,688 students 
. . . few of whom are counted in the census figures 
for this area. 

Central Ohio with approximately 180,000 high 
school and college students represents a big "bo- 
nus" market. They listen to WBNS and represent 
a large buying factor, too. 
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Night & Day Night & Day 

m ..i » MISSOULA ANACONDA 

Wllnfflil^ BUTTE 

MONTANA 

THE THEASIIHE STATE OF THE tO 
Representatives: 

Cill-Kcefe & Perna, Inc. 
N. Y., Chi., LA., and S.F. 
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IV cos* 

NBC 
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STATIONS ^ 

AUGUSTA, GA. ; 

MIT. POP. 179.272 | 

Plus I 

H-BOMI PLANT A i 
CAMP GORDON | 
•5,000 



COLUMBIA,S.C. 

MET. POP. 144,000 

Plus 

FT. JACKSON 
60,000 



COLUMBUS, GA. | 

MIT. POP. 169,921 I 

Plus C 

FT. BINNING 

43,000 I 



NBC MACON, GA. 

V BIBB CO. 136,300 

WARNER ROBINS 

27,000 



I for complete information 

|l; coll HEADLIY-RIID CO. 



Walker Co. — two of its New Eng- 
land stations have already gone single 
rate and it expects other moves in that 
direction from stations on its list. 

0. L. Taylor Co. — has a station 
which has extended its B rate to a 
later hour in the evening, but its sta- 
tions as a group have indicated that 
they prefer to go slow on the single 
rate problem. 

-its stations in 
been undergoing 



Adam J. Young Jr 
TV markets have 



generally a readjustment, with the pat- 
tern differing in each market. Some 
have raised their daytime rates and ex- 
tended the time span for B and C clas- 
sifications. 

Robert Meeker Associates — none of 
its stations in TV areas has switched 
to the single or indicated plans for 
doing so. The philosophy prevailing 
in this organization, as it does with 
the majority of reps, is that each rate 
adjustment move should be made on 
the basis of local demands, competi- 
tive circumstances, etc. 

H-R representatives reported that 
several of its stations had either gone 
single rate or were mulling the idea. 
Paul Raynier & Co. said it had some 
who had practically equalized their 
rates, while it had a number of others 
pondering what road to take in adjust- 
ing their nighttime rates. Weed & Co. 
said it had only one station which has 
set up a single rate. 

Ted Oberf elder, v. p. in charge of 
ABC's O&O stations, disclosed that the 
matter of putting ABC's five such out- 
lets on the single rate has been under 
consideration for several months. What 
makes the problem somewhat more 
complicated here than it would be for 
an independent station is the network 
relationshij) : It might be paradoxical 
for ABC to maintain a single rate on 
its O&O's and charge its nighttime net- 
work clients a rate that is higher than 
the network daytime rate. -k -k -k 




\ 




90 



SPONSOR 



iiiiiii iiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiii 



,„ii„i„„iiiiiii„iiiuiiiiiiiiiiiiiHii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^^ """" ' """""""" """"""" 



jlllllllllllllllllllllllllllllllllllllll 



Melchor Guzman 
lists biggest 
radio clients 



V.P. Al Martinez reports top 5 sponsors buying radio time abroad 
through Melchor Guzman in 1952 were (in alphabetical order): Borden 
Co., Lambert Pro-Phy-Lac-Tic Brush, Miles Labs, (for Alka Seltzer), 
Norwich Pharmacal, Zonite Corp. Colgate, P&G, Sterling Drug remain 
tops in most countries but place business locally, Martinez says. 

-IRS- 



Bermuda station 
starts year with 
over 60 accounts 



Panama's figures 
updated: 101,000 
radio homes, 33 
stations 



Guayaquil Radio 
El Mundo signs 
Pan American 



Honolulu TV 
range: 170 
miles! 



51 % of Canadians 
don't read top 
1 1 magazines 



Caracas station 
programs in 
English 



M-E office opens 
in Toronto 



ZBM, Pembroke, Bermuda, begins 1953 with over 60 national accounts , 
a record, and billings up 30%. It's only station in colony. Island 
has 40,000 people, 10,200 homes, 10,150 radio homes, 15,000 sets, ac- 
cording to Steve Mann of Adam Young International, rep. 

-IRS- 

James P. Clarendon, general sales manager of RPC Network of Panama, 
updates SPONSOR'S figures on Panama used in its International Basics 
section (see 14 July issue) as follows: December 1950 population (pre- 
liminary census figures), 801,982; radio homes, 101,000; sets per 
1,000 pop., 125.94; total stations, 33 (18 in Panama City); nation- 
wide networks, I; dailies, 8 (largest — "Panama American" with 12,800 
Spanish circ. , 12,600 English); 1951 imports — $66,121,000 with 
$45,400,000 from U.S., $4,981,000 from Canal Zone; illiteracy 1950, 
28.3%. Melchor Guzman is U.S. rep. 

-IRS- 

Pan American Broadcasting announces it has become U.S. rep for Radio 
El Mundo, Guayaquil, Ecuador. Ad & Promotion Manager Al Alperton lists 
h eavy roster of U.S. spon s ors, including: Philco, Coca-Cola, Whitehall 
Pharmacal (Kolynos toothpaste), Phillips (Milk of Magnesia), Pond's, 
Lever Bros. (Pepsodent), RCA Victor, P&G, Colgate. Country has 
3,404,000 pop., 50,000 to 80,000 radio sets, according to Alperton. 

-IRS- 

Jack Brooke of Free & Peters reports Russell Walker has picked up 
KGMB-TV, Honolulu, from Wa ikii Island 170 miles awa y. Walker's up 
4,500 feet, has a 21" screen. Better Business Bureau estimates 5,500 
TV sets in Honolulu. KGMB-TV debuted 1 December. Rep: Free & Peters. 

-IRS- 

Latest Canadian Advertising Research Foundation study shows 51% of 
Canadians 15 years old and over do not read 11 of top magazin es in 
Canada; 63% of pop. in towns 1,000 or under and in rural areas don't. 
In contrast 94.4% of homes have radio. (See SPONSOR 11 August 1952.) 

-IRS- 

Radiodif usora , Caracas, Venezuela, is trying to reach 1 00,000 North 
Am erica n s i n c o untry with one-hour daily English-language "Early Bird 
Show" inspired by Milton Hoff, m.c.'d by U. S . -educated Carlos Nash. 
"El Nacional" put figure at 100,000; U.S. rep: Pan American Bdcstg. 

-IRS- 

New McCann-Erickson office opened in Toronto this month h eaded by 
Evan W. Hayter, ex-Goodyear (of Canada) ad manager. Montreal's next. 
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Radio pinpoints the farmer 

(A)iismiiei ;ul\ crliscrs are sliowiiig a 
fjreater awareness of tlie farm market. 
A strong (jortent in this direetioii is the 
ten(]ene\ among larger agencies to de- 
\eloj) specialists in all facets of pin- 
pointing the advertising message at the 
farmer. His is a market that will, hy 
anthoritativi" estimate, add up to $.Ho 
hillions in gross income during 1953. 

Kadio looms larger than ever in this 
|)in|)oiiiling leehnicpie. Radio oflers to 
the consumer advertiser an interniedi- 
iir\ Letween liimstdf and the farmer 
prospect which is without parallel in 
an\ other uiedinni. That intermediar) 
is the radio stations farm director. 
To the farmer the radio farm director 
is not merel) a microphone personal- 
it). \exi to his own kin. the farmer 
perhaps has no closer daily link than 
his favorite radio farm director. He's 
the farmer's main advisor ;ind infor- 
niati(Hi line. Out of this relationshiji 
the farmer derives a sense of being 
on top of his field kiKJW l«Hlgev\ ise and 
al the vaine lime he receives practical 



guidance in getting the most dollars 
and ('cuts out of his investment and 
efforts. 

The importance of the radio farm 
director to the farmer is a theme that 
is singled out for special documenta- 
tion h\ st'ONSOR in the farm section 
( How to get the most out of farm radio 
and T\ I which starts on page 27. It is 
one of the man\ highlights of a sur\-e\ 
on the meaning of air media to the 
farm market and their value to tlie ad- 
\ertiser. lioth agricultural and <on- 
sumer. 

For this report to the advertiser 
SPOiNSOR sur\eved over 100 leading 
farm-area stations in every section ol 
the I ..S. The answers contain a wealth 
of data that should prove helpful to 
the advertisers and their agencies in 
determining how best to use the farm 
market. From the various chapters in 
the farm section the adman will gather 
information on the size and scope of 
the farm market, practical suggestions 
on how he can get his story over with 
maximum effectiveness, a collection of 
farm radio results, and an up-to-date 
listing of farm stations. 

Just as an example: The adxertiser 
will learn that selling the farmer needs 
a keener understanding of his likes and 
dislikes than is commonly thought. A 
ct)nservative. factual person by nature, 
the fanner is imlined to go in for 
(|uick tests of a product uidess the ree- 
onniiendation comes from some one in 
whom he lias developed a credence 
land that's where the radio farm di- 
rector figures eminently I. He shies 
away from strident, high-pressure sales- 
manship as much as he takes offense 
at the overdone folksy sort of com- 
mercial. 

The farm mark(>t in 19.53 [ircsents 



the advertiser with an unusuallv entic- 
ing investment for his advertising dol- 
lar. SPONSOR hopes that the arraign- 
ment of facts and opinion in the Farm 
Section will contribute much toward 
helping the advertiser get the most <Hit 
of farm radio and TV. 

Is the single rate a panacea? 

About the hottest subject under dis- 
cussion among heavy users of air me- 
dia and ad\ertising agencies is the 
possibility of the single rate being 
widely adopted among radio station.s 
during 19,53. 

An opinion appraisal of the topic is 
treated in this issue under the headline 
"Will the single rate structure sell 
nighttime radio? " page 19. In survey- 
ing the field for this article st'OXSOR 
found but two station reps unalloyedly 
disposed toward re(M)nnnending the 
single rate in T\^ areas as a means for 
improving nighttime business. Both 
reps felt that trend toward the single 
rate would take on a graduated acceler- 
ation through 1953. while one of the 
rep organizations went so far as to 
predict that practically all stations in 
saturated T\' areas will in a \ear or 
year and a half have adopted a single 
rate structure. 

One thing made ajiparent by the big 
buyers of spot during the ccjurse of 
sponsor's quiz in connection with the 
article was this: Daytime schedules had 
become too oxercrowded to take care 
of all the need there was for sp(jt ra- 
dio; circumstances make extending 
spot campaigns to the nighttime brack- 
ets stroiigh advisable. The buyers said 
thev will be encouraged to move in 
that direction if ''rates are realistic."' 
.Man) of the reps >ecmcd to doubt this. 



Applause 



Highlights of 1952 

It ■« ( ii.'»tomar\ to pause foi ,i mo 
merit of i cl |■o^pe(•t al \ears end; to 
tr\ to recall the major events or de- 
\elopments of the previous 12 months, 
i he charade, if il iiuiv be called that, 
tako oil an added picpianrv if there 
is no i("( onr'-e to tlie published files. 

Here are "llic evcnis and de\-elop- 
meiit^ lliat come readilv to mind: 

I. Tli(> lifting (d the T\ freeze, 
vvliiih not oiilv led to a rush for ^ta- 



tioii giants but a contiiining effort at 
projec ting PV's future in terms of sta- 
tion coverage and costs (sec ''What 
happens when there are 501) 'l'\' sta- 
tions"" in 12 .lanuaiv 1953 sponsor 
issue ) . 

2. Kstablisliment of the \(]S and 
AM coverage services which gave now 
research dimensions lo radio and I \ . 

.'5. ."siK-cessful outcome of ra(lio-T\''s 
insistence on lia\ing their own men 
iiicliided in the corrcspoiidenl group 



that accompanied President-elect Fisen- 
hovver to Korea. 

1. The air inedia s coverage of the 
Presidential conventions and cam- 
paigns which revolutionized tec hiiicjues 
of politics and suggested to politicians 
that the time has come for a broad re- 
vamping of both politicking structures. 

5. Such innovations in T\' program- 
ing as "Omnibus"" I CHS I and \BC's 
cngageineiit of Robert I''. Sherwood to 
write original jilavs. 
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r put a ceiling on what 
WLW-TELEVISION 
can do for YOU*** 



WLW is radio's most famous merchandising 
and promotion organization. 

Now, to WLW-Television, comes this same 
know-how . . . experience . . . vigor . . . But 
Expanded! 

It's the WLW- Television Client Service Department . . . with 
20 . . . yes, 20 complete and distinct services ... all at work 
for you! 

1. W LW-Telerisiott-Albers Shopper Stopper Plan. 

2. IVLW-Televhioii-Kroger's "POP" (Polnt-of -Purchase) 
Plan. 

3. W LW -T elev'ts'ton-Eavey' s Supermarket "POP" Plan, 

4. IVLW-Television-Gray Drug Cham "POP" Plan. 

5. WlW-Televhion-Gallaher Drug Chain "POP" Plan. 

6. All-inclusive promotion campaigns. 

7. Newspaper advertisements. 

8. On-the-air promotions. 

9. Cab Covers. 

10. Car Cards. 

11. Newsstand Posters. 

12. Newstruck Posters. 

13. Retail Trade mailings. 

14 Jobber, broker, wholesale trade Mailings. 

15. Specialty publicity releases. 

16. Tie-in with national promotions. 

17. Promotion consultation service. 

18. Client rating service. 

19. Client follow-up reports. 

20. Client television market research department. 

The Client Service Department is your creative assault unit 
in the WLW-Television coverage area . . . doing for your 
product everything . . . from holding dealer meetings to jet- 
rocketing your sales charts with point-of-purchase action! 

Plussing your adveriising dollar ... many fold! 




WLW Television 



WLW-T 

CINCINNATI 



WLW-D 

DAYTON 



WLW-C 

COLUMBUS 
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Soles Offices: Cincinnoli, Dayton, Columbus, Chicago, New York, Hollywood 
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PEOPLES DRUG STORES 
SALES FORGE AHEAD 



Wlien we tell you that WWDC makes 
businesses grow, we're not just talking 
platitudes. We give you facts and figures — 
names and addresses to jirove what we 
say. 

Take Peoples Drug Stores, for example. 
They started on WWDC in October, 1950. 
The sales of this great retail organization 
have gone steadily up ever since. In Octo- 
ber, 1951, sales w^ere up $115,169 over 
October, 1950. And October, 1952, showed 
a gain of $332,806 over October, 1951. Bill 
Murdock, head of the Williajn D. Murdock 
Advertising Agency, says: "Our WWDC 
newscasts have definitely helped Peoples 
Drug Stores sales in the Washington area." 

WWDC can help your sales in the 
Washington ivrea too. Let your John Blair 
man give you the whole story. 





CLAYTON R. SANDERS, Advertising Manager of Peoples 
Drug Stores, says: "We've used WWDC consistently for 
more than two years. We've gotten very good results " 




REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 



